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The ‘made in’ label is an important information cue for product quality, inferred from the product’s 
country of origin (COO). However, the effect of this COO cue is not always well-understood 
among migrant consumers – those that have moved across borders bringing new cultural traits 
while adapting to the new market. Due to their attachment with the home country the nature of 
COO changes significantly for migrants especially when the COO represents their home and host 
country origin. Thus, migrant consumers may evaluate products from their home and host 
countries differently compared to mainstream consumers.  
This thesis has examined how migrants’ home and host culture orientations influence their 
evaluation of goods based on COO, including culturally-similar home and host countries, to 
understand whether changes in views are broader than to home and host contexts. This research 
was carried out in multicultural Australia, a country with approximately seven million migrants 
(28.5% of the population). It focused on Australia’s Vietnamese and Chinese migrants, the sixth 
and third largest migrant groups respectively, contributing to 3.2% of the Australian population.  
A qualitative phase was used in this thesis to develop the questionnaires, followed by a quantitative 
phase. Two low-involvement products were investigated: 1) soy sauce, a culturally-bound good; 
and 2) socks, a culturally-neutral good. Both of these products are widely available in Australia, 
can be sourced from multiple COOs, and are often consumed by Vietnamese and Chinese 
migrants. A factorial experiment of design 4×2×2 was designed, comprising four product COOs 
(home, host, home culturally-similar, and host culturally-similar) × two levels (high and low) of 
home culture orientation × two levels (high and low) of host culture orientation, in regards to 
perceived quality and purchase intention as dependent variables. The measurement scales were 
then adapted and validated. The main and interaction effects between independent variables with 
respect to the dependent variables were tested using MANCOVA, assessing each product 
separately within each migrant group. 
This thesis’s results indicate discrepancy in the impact of COO between these culturally-similar 
migrant groups (Vietnamese and Chinese). In particular, the main effect of COO on dependent 
variables only appeared to be significant among Vietnamese migrant consumers for both goods. 
There was also a significant three-way interaction between COO, home orientation and host 
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orientation among the Vietnamese consumers for culturally-bound products. Within the Chinese 
migrant group, the COO effect seemed to be moderated by home culture orientation for the 
culturally-neutral product, but this did not occur among the Vietnamese group. These results 
suggest migrant consumers rarely rely on COO information when assessing low-involvement 
products; when they do show such reliance, it appears to be moderated by home/host orientations. 
The differences in regards to the effects between migrant consumers and between alternative 
COOs examined suggests there is a small effect on migrant consumers, irrespective of their cultural 
orientation. The small effect size may be due to the higher degree of globalised goods available 
both in home and host environments.  
This thesis also tested the COO of culturally-similar countries to understand the broader impact of 
migration on consumers’ views. That is, do the COO effects spread beyond their views of their 
home and host countries to other similar countries? For the main effect among the Vietnamese 
migrant consumers, the COO effects for culturally-neutral products are different between home 
and host culturally-similar countries. There is a two-way interaction effect between COO and 
home orientation in regard to the culturally-neutral product among Chinese migrants. In particular, 
those Chinese migrants with low home orientation appeared to perceive products from their host 
culturally-similar country to be better quality than those from their home country.  
This thesis will contribute to the COO literature based on its examination of migrant consumers 
and their level of acculturation, which has highlighted they place minimal importance on COO 
cues for low-involvement goods. However, there were limited individual differences among 
migrant communities and thus it may not be able to formulate a uniform marketing strategy 
targeting specific migrant consumers. The differences mean that an one-size-fits-all strategy 
should be reconsidered in regard to migrant consumers; they may not need culturally-adapted 
strategies. Future potential work could include the use of this thesis’s theoretical framework for 
high-involvement goods and services, including in relation to multi-way interactions with other 
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Definition of main concepts 
There is considerable variation in the academic definitions of the concepts used in this thesis. Table 
0-1 therefore provides an overview of the primary definitions of each concept. 









1.1 Research background 
Globalisation of markets brings an increasing exposure to foreign products and brands. This has 
triggered a growing interest in understanding the factors that affect consumer evaluations of 
foreign-sourced products (Cui, Fitzgerald & Donovan 2014). Country of origin (COO) is one of 
the primary factors known to influence consumer decisions (Bertoli & Resciniti 2012) and is an 
an ongoing research topic in international marketing (Magnusson & Westjohn 2011; 
Diamantopoulos et al 2017; Herz & Diamantopoulos 2013). COO refers to the country that 
produces or is most identified with the product, generally indicated by ‘made-in’ or ‘product-of’ 
labels (Kotler & Gertner 2002; Papadopoulos & Heslop 2002). A product’s COO is an extrinsic 
cue of its overall image, which consumers use to form consumption preferences and making 
purchase choices (Laroche et al. 2005b).  
Country of origin (COO) effect has been defined as the extent that the origin of a product 
influences consumer evaluation (Laroche et al 2005b). Investigations into the influence of made-
in cues on consumer preferences date back to the 1960s when marketing scholars first considered 
the role of national stereotypes in product evaluations; by the end of the 20th century, over 750 
COO studies had been published (Papadopoulos & Heslop 2002). Since then, the effect of COO 
cues has gained substantial attention from international marketing scholars, with well over 1,600 
relevant works by 2012 (Bertoli & Resciniti 2012). These articles have been published across a 
diverse set of COOs, product categories and consumer types (e.g. demographics and nationality) 
(Usunier 2006; Wilcox 2015).  
By the end of the 1990s, researchers reached a consensus that a product’s COO can influence 
consumers’ evaluative judgement of the product (see a meta-analysis by Peterson and Jolibert 
(1994); a review and meta-analysis by Verlegh and Steenkamp (1999); a review by Dinnie (2004); 
a review by Pharr (2005); a review by Magnusson and Westjohn (2011); and a review by Wilcox 
(2015). Most of the literature has indicated that in today’s complex market environment, the COO 
cues assists consumers in simplifying information-processing complexity. That is, consumers use 
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a product’s COO as an indicator of its quality (e.g., Chand & Tung 2011; Magnusson, Westjohn 
& Zdravkovic 2011; Papadopoulos & Heslop 2002; Phau 2014; Visbal et al 2017; Walley et al 
2019). When consumers have a positive attitude towards a country, they usually have a positive 
attitude towards products (e.g., quality, values and image) from that country (Bandyopadhyay 
2001; Paswan & Sharma 2004; Abdelkader 2015). In addition, it has been argued that the made-
in labels raise consumers’ awareness of sourcing, and that it has come to stand for attractive 
features of products from certain countries (Cai, Cude & Swagler 2004). Magnusson and Westjohn 
(2011) in their COO research review have emphasized that the effect of COO cues extends beyond 
the traditional outcomes of attitude evaluations and purchase intention.  
However, the degree of significance of the COO cue appears to be contentious within the literature 
(Wilcox 2015; Carnerio & Faria 2016). The traditional notion of COO, where it was assumed that 
a product is exclusively associated with one country, is no longer easy to justify (Chao 1998). For 
example, a General Motors (GM) car may be designed in Italy, has the engine and transmission 
components produced in Japan, and be assembled in Mexico (Jaffe & Nebenzahl 2001). Thus, 
consumers may sometimes use other informational cues such as a product’s brand as a surrogate 
for the COO regardless of where the product is made (e.g. Chao 1993; Thakor & Lavack 2003; 
Gotsi et al 2011; Samiee et al 2005). 
According to Pharr (2005) and Wilcox (2015), research on the influence of COO on consumers’ 
product evaluations has become more complex due to an increasingly global production 
environment. Such research has evolved from single-cue studies that focused on whether 
consumers prefer products originating from a specific country, to multi-layered country image 
studies that analyse why certain consumption preferences occur. With the growing number of 
studies, the thought-processing mechanisms underlying consumer choices have become apparent. 
Researchers now recognise that without considering national and individual cultural background, 
COO research cannot interpret the formation of COO-related consumer attitudes and behaviours 
(Yang et al 2016). Pharr’s (2005) COO literature review indicates that the influence of COO is 
subject to a number of culturally-derived antecedents, and is moderated by product and consumer 
factors. Such antecedents include consumer ethnocentrism (e.g. Wong, Polonsky & Garma 2008), 
the consumer cultural-orientation dimension of ‘individualism/collectivism’ (e.g. Gürhan-Canli & 
Maheswaran 2000), consumers’ subculture differences (e.g. Laroche et al. 2003), and the level of 
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consumer assimilation to the host country (e.g. Parameswaran & Pisharodi 2002). Researchers 
such as Pharr (2005), Dmitrovic and Vida (2010), Zolfagharian, Saldivar and Sun (2014), Cui, 
Fitzgerald and Donovan (2014), and Diamantopoulos et al (2017)  have subsequently called for 
more research into the antecedents of the COO effect, along with other consumer personality 
factors such as acculturation or cultural orientation. This was further highlighted by Phau and Chao 
(2008) when they suggested that “future COO research efforts need to move beyond COO effect 
testing with greater emphasis on theory development and theory testing” (p. 1252) as research into 
effect of COO cues sometimes have a weak theoretical underpinning (Diamantopoulos et al 2017). 
1.1.1 Migrant consumers and acculturation 
The globalisation and cultural diversity of a country are a significant phenomenon in most Western 
industrialised countries, and are arguably accelerated by migration (Segev et al. 2014). Migrants 
account for 10.3% of developed countries’ populations (Papademetriou 2007). In Australia alone, 
26.4% of the Australian population was born overseas in 2009, which had grown to 33% by 2016 
(i.e. 6.1 million people) (ABS 2017b). Migration is a driving force of cultural diversity, which is 
highly prevalent in developed countries such as Canada, the United Kingdom (UK) the United 
States of America (USA) and Australia (Solomon, Russell-Bennett & Previte 2013).  
Leaving one country and settling in another involves a process of adaptation and change, which 
has been referred to as ‘acculturation’ (Luedicke 2011), or “culture change that is initiated by the 
conjunction of two or more autonomous cultural systems” (SSCR 1954, p. 974). Consumer 
acculturation is a sub-process where a migrant learns and adapts skills, knowledge and behaviours 
as a consumer in the new marketplace (Lee 1988; Penaloza 1989). Research on consumer 
acculturation began in the 1980s, but has remained relatively sparse compared with the wider 
acculturation research undertaken in psychology and sociology (Luedicke 2011).  
During the acculturation process, migrants have to decide “to what extent are cultural identity and 
characteristics considered to be important, and their maintenance strived for”, and “to what extent 
should they become involved in other cultural groups, or remain primarily among themselves” 
(Berry 1997, p. 9). Acculturation is therefore based on the degree that migrants have attachments 
to home and host country values simultaneously, where the emphasis may change over time 
(Ogden, Ogden & Schau 2004). 
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Early researchers (e.g. Gordon 1978; Szapocznik et al. 1978) viewed acculturation as a continuum 
where migrants move from adherence to their original culture at one extreme to total adoption of 
the host culture at the opposite extreme, adjusting to the host culture throughout the process. It has 
been suggested that as such individuals move along the acculturation continuum towards the 
dominant host culture, they often lose aspects of their original culture (Cabassa 2003). However, 
some scholars such as Ryder, Alden and Paulhus (2000) found that people exposed to two cultures 
can simultaneously incorporate home and host cultural identities, which can vary independently 
for an individual. As such, acculturation is inextricably intertwined with a migrant’s identity and 
consumption, where home to host country adaptations may be viewed as changes in one’s cultural 
identity (Schwartz, Montgomery & Briones 2006).  
Acculturation theory suggests that migrant consumers change their consumption behaviours as 
they become more acculturated (Ogden, Ogden & Schau 2004). That is, migrants have different 
consumption preferences for products of different COOs based on their orientation towards their 
home and host cultures (i.e. acculturation), their individual personal traits, and their environmental 
cues (Demangeot & Sankaran 2012). For a migrant that strongly identifies with a culture (home, 
host or other), it is likely they will favour products from that country and its culture, as well as 
other countries that share similar cultures (Laroche et al. 2003). 
Recent waves of migration in developed countries have increased the focus on consumer 
acculturation for understanding consumer behaviour, and as a potential criterion for consumer 
market segmentation within multicultural societies (Parameswaran & Pisharodi 2002; 
Zolfagharian, Saldivar & Sun 2014). There are numerous examples of how migrant consumption 
patterns differ from their host society peers, including what these differences reveal about the 
migrants’ level of orientation towards their host and home cultures (e.g. Adekunle et al. 2011; 
Makgosa 2012; Segev 2014). For instance, Adekunle et al. (2011) found that among Afro-
Caribbean descendants in Canada, the more integrated and assimilated an individual was into the 
host culture, the less inclined they were to purchase home country foods and the more likely they 
were to consume foods of the host culture. Among Indian and Black-African communities in the 
UK, it was similarly found that the higher acculturated groups adopted more host consumption 
habits, while those with lower acculturation levels maintained stronger home-country-related 
consumption (Makgosa 2012). 
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1.1.2 Gaps in the literature: COO effects in the migrant context  
Despite extensive literature on the COO effects, there are still many under-researched areas in 
regards to the extent that COO cues reflect consumer identities (Dmitrovic & Vida 2010; Cui et al 
2014). This includes a lack of understanding of how COO operates in a culturally-diverse 
environment.   
Existing COO research has mainly focused on how it is viewed by a homogeneous group of 
consumers within one country, or several homogeneous groups across different countries (e.g., 
Laroche et al. 2003; Papadopoulos, Heslop & Bamossy 1994; Pisharodi & Parameswaran 1994; 
Maier & Wilken 2017; Laroche et al. 2005; Walley et al 2019; Visbal et al. 2017; Walley et al. 
2014).  It has therefore only investigated each country's consumer perceptions of foreign products 
without reference to any segmentation (other than demographics) that may exist. Indeed, “although 
many studies are described as ‘cross-cultural’, most are in fact cross-national, and the two terms 
are often used interchangeably” (Heslop, Papadopoulos & Bourke 1998, p. 114).  
Overlooking consumers’ cultural diversity can be problematic when assessing COO, because 
cultural backgrounds might have differing impacts on the influence of COO cues (Parameswaran 
& Pisharodi 2002; Fischer & Zeugner-Roth 2017). Some studies on ethnicity and ethnic product 
consumption have further attested to this premise (e.g. Burton 2002; Laroche et al. 2003; Cui et 
al. 2014). For example, Askegaard and Ger (1998) claimed that consumer understanding of a 
country may induce powerful images of the country, its people, its culture and/or its national 
symbols. Thus, a consumer’s emotional attachment to a country (whether it is their home or a 
foreign/host nation) may result in selection of a product from that country, regardless of product 
quality or other attribute evaluations. Consumers may favour products from countries they have a 
strong attachment with (Bruning & Saqib 2013), suggesting that migrant consumer COO 
preferences for their home country goods is different from mainstream consumers in the host 
country that generally prefer products from the host or economically-developed countries 
(Zolfagharian, Saldivar & Sun 2014; Zolfagharian et al 2017).  
Furthermore, most acculturation research has focused on European, African and Hispanic-
American migrant groups (Magnusson & Westjohn 2011). Since each migrant group is inherently 
different, it is doubtful that a theory based on one or two migrant groups will hold true for all. 
Additionally, since the acculturation process mostly depends on the cultural distance between the 
6 
 
home and host country (Schwartz, Montgomery & Briones 2006), it is important to examine 
different migrant groups. For example, some migrant groups such as the Chinese and Vietnamese 
studied here have collectivist cultures, which are fundamentally different from the individualistic 
Australia culture. Furthermore, as migration rates rise in culturally-diverse markets like Australia 
and the USA, and more imported products from diverse countries consequently become available, 
it is even more important to understand migrant consumers’ views of goods (both domestic and 
imported). Marketers in culturally-diverse markets must acquire a deep understanding of the 
dynamics of migration and its impact on the formation of consumption practices (Askegaard & 
Özçaglar-Toulouse 2011). 
1.2 Research objectives 
This thesis has aimed to deepen understanding of the COO-acculturation intersection, particularly 
how acculturation moderates the COO effect. These results will contribute to multicultural 
marketing, which offers culturally-focused marketing strategies to firms targeting mainstream and 
migrant consumers  
More specifically, this research has investigated the effect of COO cues on Vietnamese and 
Chinese migrant consumers in Australia, factoring in their varying levels of home and host culture 
orientation. In this context, this thesis has set out to achieve the following: 
• To investigate whether Vietnamese and Chinese migrants prefer (i.e., perceived higher 
quality and express higher level of purchase intention) their host country’s products to their 
home countries’ products, and whether these preferences extend to products from 
culturally-similar home and host countries. 
• To understand the extent that Vietnamese and Chinese consumers’ acculturation levels (as 
measured by their home and host culture orientations) affect their preferences in regards to 
alternative COO product choices. 
To realise the above objectives, the following research questions were asked: 
• RQ1: How do Vietnamese and Chinese migrant consumers perceive product quality and 
express purchase intentions of products from their home countries relative to those of their 
host country?  
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• RQ2: How do Vietnamese and Chinese migrant consumers perceive product quality and 
express purchase intentions of products from their home and host countries relative to those 
of culturally-similar home and host countries?  
• RQ3: To what extent do Vietnamese and Chinese consumers’ acculturation level 
(measured by their home and host culture orientation) influence these evaluations (i.e. 
those in RQ1 and RQ2)?  
1.3 Research methodology 
This thesis consisted of four research stages. The first two were the design of stimuli materials and 
selection of the products and countries for examination, and the next two were pre-testing to 
validate the scales and a field survey to test proposed hypotheses. A qualitative approach was used 
during the preliminary phase of the study to facilitate and complement the quantitative method in 
the later phase. The quantitative phase was the main research approach to quantify the moderating 
power of acculturation dimensions on the COO effect among migrants in Australia. 
This thesis surveyed migrant consumers from Vietnamese and Chinese groups in Australia, 
assessing their preference (quality perception and purchase intention) for two low-involvement 
products: soy sauce (i.e. culturally-bound) and socks (i.e. culturally-neutral) from Vietnam/China 
(i.e. home country) and Australia (i.e. host country). In addition to these home and host products, 
products from countries deemed as culturally-similar to their home (Thailand/South Korea) and 
host (New Zealand) countries were examined. These products are widely available in Australia, 
are sourced from multiple COOs, and are frequently consumed by Vietnamese and Chinese 
migrant consumers. The final research stage was the design of 4x2x2 factorial experiments, with 
four product COOs × two levels (high and low) of home culture orientation × two levels (high and 
low) of host culture orientation. For each migrant group, an experiment incorporates both 
dependent variables (perceived quality and purchase intention), including two separate product 
assessments. Data were collected in the field survey via social media platforms, email lists and a 
commercial online panel. After validating the scales, the main and interaction effects were tested 
using three-way MANCOVA, assessing each product separately within each migrant group. 
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1.4 Significance of the study 
This thesis has analysed the moderating effects of migrants’ home and host culture orientations on 
their perceptions of product quality and purchase intentions by Vietnamese and Chinese migrant 
consumers in Australia, over products sourced from Australia and their home countries (i.e. 
Vietnam and China respectively) as well as from countries that are culturally-similar to their home 
and host countries. Its results will provide new insights for practitioners and will contribute to the 
body of COO knowledge in the following ways. 
Conceptual contributions 
This thesis highlights the importance of considering the individual differences within each migrant 
consumer group in regards to how they respond to COO, especially in culturally-diverse markets. 
Consumer research has revealed the shortcomings of traditional ethnic categorisations when 
evaluating migrants, and has begun to address the competitive cultural forces of home, host and 
other cultural orientation on consumption behaviours (e.g. Askegaard, Arnould & Kjeldgaard 
2005; Oswald 1999; Croy & Glover 2009). Multicultural studies focused on migrants need to 
incorporate acculturation based on home and host country orientation. This research takes a step 
further by extending the understanding of the moderating effect of both home and host orientations 
on consumers’ COO evaluations.  
This thesis simultaneously examines the effects of COO cues and consumer acculturation (using 
home, host orientation, and their interaction), which extends on the relatively limited literature in 
this area (Zolfagharian, Saldivar & Sun 2014). Most COO research on subculture groups has 
treated consumer identity as fixed or has only considered a single orientation (i.e. home, host or a 
specific acculturation mode). Migrant groups are therefore often categorised by their ethnic 
background, which does not adequately reflect consumers’ feelings, thoughts and behaviours; 
something that is essential to understanding the influence of consumption in these consumers’ 
social identities as they adapt to new host environments. Much of the early consumer acculturation 
research has neglected the dynamic and multifaceted nature of ethnic identities (e.g. Marín & 
Gamba 1996; Ryder, Alden & Paulhus 2000). This research has addressed this gap by examining 
levels of acculturation via the bi-dimensional acculturation scale ARSMA-II of Cuellar et al. 
(1995). This was used to assess home and host cultural orientation simultaneously as independent 
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dimensions, to more accurately explain migrant consumer choices based on their identities 
expression in a specific situation. 
Another contribution from this research is its focus on Australia’s two largest Asian migrant 
groups: the Chinese and Vietnamese (ABS 2017a). These two migrant communities are among the 
six largest in Australia, which makes them an appealing market for many businesses (Read 2013). 
This confirms the need for an understanding of their consumption preferences in their host country 
of Australia. Yet existing COO research in this area is limited, with minimal consumer-based 
research on the Vietnamese migrant consumers in Australia. However, there is some research in 
Vietnam looking at Vietnamese consumers’ views of COO (Lee & Chae 2018; Tran et al 2017; 
Speece & Phung Nguyen 2005; Nguyen et al 2019).  
Furthermore, while these two Australian migrant communities share some cultural attributes such 
as Confucian values (Nghia 2005) and collectivist mindsets (Hofstede 2013), they often differ with 
regards to customs, language and motivations for migrating to Australia. It has previously been 
suggested that such differences may lead to variances in their consumer-related behaviours 
(Williams 1991). The study has therefore also questioned the validity of the notion that Asian 
migrants are a homogeneous group, which has often been assumed in migrant studies.  
The third main contribution of this research is the inclusion of ‘culturally-similar’ countries in the 
context of COO studies, enabling examination of whether there is a broader impact of acculturation 
on consumers, such as whether it extends to their views of home and host compared to culturally-
similar countries to home and host (Bruning & Saqib 2013). While the relationship between 
country cultural similarity and the COO effect has previously been investigated (Balabanis, 
Mueller & Melewar 2002; Lantz & Loeb 1996), this was limited to mainstream consumers (i.e., 
host country consumers). This thesis extends on this by considering similar countries in the context 
of migrant consumers, to identify whether acculturation causes a broader change in their thinking.  
The fourth main contribution of this thesis is its focus on both culturally-bound and culturally-
neutral low-involvement goods. While former studies have shown that most consumers are 
influenced by COO in product evaluation, they have generally focused on high-involvement 
products (e.g. automobiles and electronics) where consumers will usually look beyond cues such 
as price or design to make their purchase decision. Given most everyday purchases involve low-
involvement products, it is important for businesses to have a greater understanding of the role of 
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COO labels in consumer decision-making of these goods. Furthermore, cultural aspects of a 
product could be a deciding factor that shapes migrant consumption behaviour (Laroche et al. 
2005a). Prior research has shown that consumers that identify strongly with their home culture 
evaluate home country, culturally-bound products more favourably than competing host country 
products (Elliott & Cameron 1994; Laroche et al. 2005a). Thus, the inclusion of a culturally-bound 
product category in this thesis has amplified the COO effect of low-involvement products, which 
are known to be rather weak (Henderson & Hoque 2010).  
Methodological contribution 
The main contribution from methodological perspective of this thesis is the adoption of bi-
dimensional perspective of acculturation (i.e. home and host orientation) and ultimately, adapting 
the ARMSA-II (Cuellar et al. (1995)).  By considering acculturation as two independent 
dimensions, this thesis has improved on most of the formal empirical COO research on 
subculture/migrant groups where consumer identity is treated as fixed or at one end of the 
acculturation spectrum – home, host, or the other cultures (Parameswaran & Pisharodi 2002; 
Josiassen & Assaf 2010). Considering simultaneous forces of home and host orientation would 
result in a more comprehensive understanding of the choices consumers make based on their 
cultural identities (Rudmin 2009). This thesis can be considered as the first study examining three-
way interaction effects between COO cues, home orientation and host orientation in migrant 
context. The adaptation of ARSMA-II (Cuellar et al. (1995)) across four acculturation domains: 
language use and preferences; ethnic identity and classification; cultural heritage and ethnic 
behaviours, and ethnic interactions, has allowed the thesis to cover both dimensions of home and 
host orientation for migrant consumers in the adaptation/acculturation process. This coverage is 
essential in shaping consumption and helps to produce a better understanding of how individuals 
balance both cultures across different domains (Cabassa 2003; Marín & Gamba 1996; Ryder, 
Alden & Paulhus 2000).  
Managerial contributions 
How COO perceptions affect consumers’ evaluation of and intention to purchase products, and the 
relative strength of COO compared with other informational cues are of considerable interest to 
international marketing practitioners. Such information can help them to devise more effective 
strategies to aid firms in selling their products, and this thesis’s findings have several implications 
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in terms of segmentation and targeting. Practically, this thesis should contribute to multicultural 
marketing practices in general and in the Australian context in particular via a better understanding 
of the mechanisms that shape migrant consumers’ views. By examining the interplay between 
COO and acculturation, decision-makers could benefit from greater awareness of the evaluation 
preferences across different segments and sub-segments, based on consumers’ cultural 
backgrounds and acculturation levels. Any differences would allow marketers to more effectively 
develop positioning strategy by emphasising or muting host country or home country cues.  
In a diverse marketplace like Australia, transactions often take place between people from different 
ethnic backgrounds (Jamal 2003). There is also co-existence of ethnic businesses – i.e. any group 
that shares a language, cultural origin, race and religion that is a minority in relation to the 
mainstream population (Solomon, Russell-Bennett & Previte 2013) – and mainstream businesses 
offering competing goods and services. This highlights the importance of cultural awareness 
among Australian and other marketers to win the hearts and minds of consumers from different 
cultural backgrounds, to gain their patronage and loyalty (Segev et al. 2014). 
1.5 Thesis structure 
The thesis contains six chapters including this introduction chapter, with the rest of it structured 
as follows. Chapter 2 provides an overview of the literature relevant to this thesis, and begins by 
exploring the relevant theoretical perspectives – effect of COO cues and consumer acculturation 
on migrant consumption behaviour – as the lens through which the conceptual model is framed. 
This chapter then reviews the literature relating to the research context of the interplay between 
COO effects and consumer acculturation. Chapter 3 next justifies the development of a conceptual 
framework of COO effects that includes moderating effects of home and host culture orientation 
(as two dimensions of consumer acculturation). Chapter 4 then presents the method employed in 
this thesis, including detail on the four research stages, with Chapter 5 then providing results from 
each research stage including confirmation of the hypotheses testing. Lastly, Chapter 6 discusses 
the key findings from this thesis, including their conceptual and managerial implications, as well 




 LITERATURE REVIEW 
 Introduction 
As discussed in Chapter 1, the questions addressed in this thesis are at the intersection between the 
COO effect and acculturation dimensions. The goal of this chapter is to review key concepts used 
throughout this research, based on existing work in the COO and acculturation literature, and to 
highlight gaps this thesis has aimed to fill. 
The reminder of this chapter is organised into the following five sections. Section 2.2 is an in-
depth review of existing research in the area of the first main construct in this thesis – effect of 
COO cues. Here, Sub-section 2.2.1 explores the variety of definitions and interpretations of the 
COO construct, while Sub-section 2.2.2 examines literature relating to the effect of COO on 
consumer decision-making, discusses key milestones in such research findings, and briefly 
outlines the processing mechanism underlying this effect. The sheer volume of COO research in 
the past six decades is a clear indication of the importance of COO cues in international marketing 
strategy (Magnusson & Westjohn 2011). The findings consistently suggest a product’s COO cues 
influence value perceptions and purchase intentions (e.g. Bilkey & Nes 1982; Hsieh 2004; Kreppel 
& Holtbrügge 2012; Liefeld 1993; Peterson & Jolibert 1995; Phau 2014; Phau & Suntornnond 
2006; Teas & Agarwal 2000; Verlegh & Steenkamp 1999). Due to an increasingly global product 
environment, research on the influence of COO cues on consumer product evaluations has been 
perceived as more complex (Pharr 2005); this often includes the processing mechanisms 
underlying consumer choices (Dmitrovic & Vida 2010), such as COO effects moderated by several 
product- and/or consumer-related moderators. Sub-section 2.2.3 next discusses the role of product 
involvement as a moderator of COO effects, followed by Sub-section 2.2.4 and 2.2.5 which 
examine biases in COO preferences relating to products from consumers’ home and foreign 
countries.  
Section 2.3 is a discussion of the second construct in this thesis: consumer acculturation. It 
commences by providing the definitions of acculturation and consumer acculturation, via an 
overview of consumer acculturation research in Sub-section 2.3.1. Sub-section 2.3.2 then presents 
the characteristics of acculturation and its outcome, while Sub-section 2.3.3 reviews two major 
formulations of the acculturation process: Gordon's uni-dimensional model and Berry's bi-
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dimensional model. This is followed by a review of the literature discussing the role of 
acculturation (i.e. home and host culture orientation) in forming consumption choices among 
migrants. Such scholars have suggested there are significant differences in consumption patterns 
of migrant consumers compared with their mainstream counterparts (i.e. host country consumers), 
and that acculturation moderates a variety of subcultural influences on consumer decision-making, 
based on a migrant’s attachment to their home and host countries’ cultures (e.g. Burton 2000; 
Lerman, Maldonado & Luna 2009; Steenkamp 2001).  
Section 2.4 next reviews the limited amount of literature specifically in relation to the possible 
interaction of COO and acculturation in consumer preferences (Sub-section 2.4.1), alongside  
theoretical framework underlying these two concepts (Section 2.4.2). 
Lastly, Section 2.5 concludes the chapter and links into the discussion of this thesis’s conceptual 
framework including its selection of relevant countries and products, as further presented in 
Chapter 3.  
 COO effects 
The term ‘country of origin’ is one of the best-known concepts in social sciences and has been 
widely used for more than 50 years (Phau 2014). Literature on the effects of product COO cues on 
consumer decision-making, product evaluation and purchase behaviour dates back to the 1960s. 
In the Harvard Business Review, Dichter (1962) forecasted that knowledge of differences and 
similarities among consumers in different parts of the world would increase in importance to 
marketers. This author highlighted the growing significance of the made-in label for international 
marketing scholars and practitioners, believing it “can have a tremendous influence on the 
acceptance and success of products over and above the specific advertising techniques used” 
(Dichter 1962, p. 116).  
This suggestion was first put forward via a scientific study of COO effects by Schooler (1965). In 
his study on Central American consumers, Guatemalan students gave lower evaluations of 
products from El Salvador and Costa Rica than from their home country or Mexico. This difference 
appeared to stem from a general negative attitude towards the other countries’ governments and 
residents. By examining this foreign-product stereotyping among these consumers, Schooler 
initiated a vast stream of studies on so-called ‘COO effects’. For example, Nagashima (1970, 1977) 
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compared product’s COO stereotypes among Japanese and USA businessmen. These country 
samples differed in their evaluation of the made-in image of products, where perceptions were 
dynamic rather than static. The COO effect notion has since obtained growing attention from 
international marketing scholars, to become one of the most voluminous sets of marketing 
literature (Matarazzo 2012). The next sub-section presents various conceptualisations of the COO 
construct within the literature, which led to the definition that was selected for this thesis.  
 Definitions of COO construct 
The definition of a product’s COO varies across the literature. For example, the term ‘country of 
origin’ has been referred to as: country of the firm’s corporate headquarters (Johansson, Douglas 
& Nonaka 1985); country of design, parts and assembly (Insch & McBride 1998); and country of 
corporate ownership (Thakor & Lavack 2003). Zhang (1996, p. 52) defined it as “information 
pertaining to where a product is made”. It is also often operationalised and communicated with the 
phrase ‘made-in’ as well as the country name.  
Roth and Diamantopoulos (2009) highlighted the complexity and multi-dimensionality of the 
COO construct, synthesising three distinct definition types based on their focal image object: 
• COO as the general images of countries (i.e. country images) 
• COO as the image of countries and their products (also referred to as ‘product-country 
images’) 
• COO as the images of products from a specific country (i.e. product image). 
Table 2-1 below provides a summary of the key definitions across these three COO approaches, 
including relevant explanations in the literature.  
Table 2-1: Examples of key COO concept definitions 
Definitions of (general) country images (CI) 
Bannister & Saunders 
(1978a, 1978b, p. 562) 
“Generalized images, created by variables such as representative 
products, economic and political maturity, historical events and 
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relationships, traditions, industrialization and the degree of 
technological virtuosity.” 
Martin & Eroglu (1993, 
p. 193) 
“Accordingly, country image was defined as the total of all 
descriptive, inferential and informational beliefs one has about a 
particular country.” 
Kotler & Gertner (2002, 
p. 251) 
“The sum of beliefs and impressions people hold about places. Images 
represent a simplification of a large number of associations and pieces 
of information connected with a place. They are a product of the mind 
trying to process and pick out essential information from huge 
amounts of data about a place.” 
Askegaard & Ger 
(1998, p. 52) 
“Schema, or a network of interrelated elements that define the 
country, a knowledge structure that synthesises what we know of a 
country, together with its evaluative significance or schema-triggered 
affect.” 
Allred, Chakraborty & 
Miller (2000, p. 36)  
“The perception or impression that organizations and consumers have 
about a country. This impression or perception of a country is based 
on the country's economic condition, political structure, and culture, 
conflict with other countries, labour conditions, and stand on 
environmental issues.” 
Verlegh & Steenkamp 
(1999, p. 525) 
“Mental representations of a country's people, products, culture and 
national symbols. Product-country images contain widely shared 
cultural stereotypes.” 
Verlegh (2001, p. 25) “A mental network of affective and cognitive associations connected 
to the country.” 
Kaynak & Cavusgil 
(1983, p. 83)  
“Made in ‘places’ or geographic origins, which can be anything from 
a city to a state or province, a country, a region, a continent – or the 
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world in the case of ‘global’ products. Farther, unless viewed in 
strictly legal terms, ‘made-in’ can mean manufactured-in but also 
assembled- designed- or invented-in, made by a producer whose 
domicile is in, and often, wanting to look like it is made-in …” 
Kreppel & Holtbrügge 
(2012, p. 82) 
“Country of origin is known to give rise to complex associations in 
consumers’ minds and refers to the evaluation they may make of a 
product based on the country where it was made.” 
  
Definitions of product-country images (PCI) 
Hooley, Shipley & 
Krieger (1988, p. 67)  
“Stereotype images of countries and/or their outputs … that … impact 
on behaviour.” 
Li, Fu & Murray (1998, 
p. 116) 
“Consumers' images of different countries and of products made in 
these countries.” 
Knight & Calantone 
(2000, p. 127) 
“Country of origin image reflects a consumer's perceptions about the 
quality of products made in a particular country and the nature of 
people from that country.” 
Papadopoulos & 
Heslop (2003, p. 404) 
“Product-country images (PCIs) or the place-related images with 
which buyers and/or sellers may associate a product.” 
  
Definitions of (country-related) product images (PI) 
Nagashima (1970, p. 
68) 
“‘Image’ means ideas, emotional background, and connotation 
associated with a concept. Thus, the ‘made-in’ image is the picture, 
the reputation, the stereotype that businessmen and consumers attach 
to products of a specific country.” 
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Han (1989, p. 222) “Consumers' general perceptions of quality for products made in a 
given country.” 
Roth & Romeo (1992, 
p. 480) 
“Country image is the overall perception consumers form of products 
from a particular country, based on their prior perceptions of the 
country's production and marketing strengths and weaknesses.” 
Liefeld (2004, p. 86) “The place in the world where a product is manufactured is the 
country of origin.” 
Narayana (1981, p. 32)  “The aggregate image for any particular country's product refers to 
the entire connotative field associated with that country's product 
offerings, as perceived by consumers.” 
 
In the domain of general country image, COO is viewed as a broader construct consisting of images 
that are not only created by representative products but also by the economic degree, political 
maturity, historical events and relationships, culture and traditions, and the level of technological 
advancement and industrialisation (Allred, Chakraborty & Miller 2000; Essoussi & Merunka 
2007). This context has been known to create complex associations in consumer minds, 
influencing how they use the COO as a tool to identify their preferences, through consideration of 
the country’s image (Kreppel & Holtbrügge 2012). In an attempt to define ‘country image’, 
Askegaard and Ger (1998, p. 52) considered it as “a schema, or a network of interrelated elements 
that defines a country, a knowledge structure that synthesize what we know of a country, together 
with its evaluate significance or schema-triggered affect”. Unlike conventional COO studies, 
which only allow researchers to analyse whether consumers prefer products from one country, 
country images studies help explain the reasons behind these preferences (Roth & Diamantopoulos 
2009).  
From another viewpoint, scholars that support the conceptualisation of COO as product-country 
image maintain that country image and product image are two distinct but related concepts, with 
the former affecting the image of that country’s products (Al-Sulaiti & Baker 1998; Laroche et al. 
2003). Papadopoulos and Heslop (2014) indicated that the term ‘product-country image’ more 
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accurately explains the COO phenomenon because it allows for a multiplicity of countries 
associated with products, including the images consumers have of particular countries which affect 
their perceptions of its products. Country stereotypes subsequently emerge as a result of an 
individual’s general perceptions of products from a particular country, as well as from their 
feelings toward the people of that country and their desired level of interaction with them 
(Papadopoulos 1993; Heslop et al. 2004; Roth & Romeo 1992). 
In the context of COO as a product image, this emphasises the perceived quality of products 
associated with countries (Matarazzo 2012). Nagashima (1970) was the first to define product’s 
country images as “the picture, the representation, stereotype that businessmen and consumers 
attach to products of a specific country” (p.68). Other researchers such as Han (1989) and Roth 
and Romeo (1992) proposed similar conceptualisations focused on product rather than country 
images. In the meta-review by Papadopoulos and Heslop (2003), these authors suggested most 
extant COO studies focus on product images with few including country measures.  
Furthermore, it has been contended that the defining of a product’s COO is becoming more 
complicated due to the increase in multinational companies that produce hybrid products (Liefeld 
1993). A hybrid product is one that is designed, manufactured and assembled in two or more 
countries (Chao 1993; Samiee 1994). For example, in the automobile industry, the engine could 
be manufactured in one country and other parts in other countries (Chao 2001). An automobile 
like Pontiac Le Mans is assembled in South Korea, but is designed in Germany, and contains 
components and parts made elsewhere (Jaffe & Nebenzahl 2001). Such products are considered 
problematic within the context of consumers’ product evaluations where they might not be aware 
of the layered complexity of the manufacturing (Jaffe & Nebenzahl 2001).  
In such instances, the country image can be decomposed. For example, Chao (1993) divided the 
concept of a product’s COO into country of design and country of assembly; while Insch and 
Mcbride (1998) separated it into country of product design, country of parts manufacture and 
country of assembly. Both country of assembly and country of design have been deemed as cues 
for product quality, where a negative perception of the former can be compensated by a positive 
view of the latter, and vice versa (Jaffe & Nebenzahl 2001). Another issue is that consumers often 
identify well-known brands with particular countries, even if the products are not manufactured 
there. For example, Toyota, Sony and Honda products are mostly considered Japanese; Marks & 
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Spencer and Body Shop are viewed as British; and McDonald’s and KFC are determined as 
American. Chao (1993) consequently argued that when a product is founded on components from 
various source countries, the accuracy and validity of made-in labels is obscured, resulting in 
misled consumer decision-making.  
The use and adoption of any such definitions of the COO concept is mostly determined by the 
purpose of the current study. For the purpose of this thesis, focused on the influence of 
acculturation in consumer evaluation for everyday consumption, COO has been determined as a 
single construct that represents the country where the product was made. More specifically, COO 
of a product has been referred to as the place of origin that the product is associated with via 
branding, promotion and other means. COO has therefore been conceptualised as “the home 
country of the producer” (Bandyopadhyay 2001, p. 55) and “the sum of beliefs and impression 
people hold about that country” (Kotler & Gertner 2002, p. 251). This is often encapsulated by the 
made-in or product-of label, and refers to the country of the manufacturer, regardless of which 
country is associated with the brand name. That is, the made-in label implies that “the production 
takes place in one country, the sourcing of parts country, designed in country and assembly country 
being ignored” (Jaffe & Nebenzahl 2001, p. 27).  
 Operationalisation of the COO effects 
Within the literature, the effect of the COO cue is traditionally approached from a theoretic 
information theoretic perspective, based on the assumption that a product can provide an array of 
informational cues (e.g. Eroglu & Machleit 1989; Rezvani et al. 2012). Such a cue has been defined 
as all-informational stimuli available to the consumer before consumption (Monroe & Krishnan 
1985), and can be intrinsic or extrinsic. Product attributes such as materials, colours, technical 
specifications, performance, taste, texture and design, and all other functional and physical aspects 
have traditionally been referred to as intrinsic. Olson and Jacoby (1972) contended that intrinsic 
cues are explicit for each product and are often preferred by consumers. Yet they are not always 
readily available prior to purchase, which can force consumers to rely on aspects external to the 
product, or extrinsic cues (Liefeld 1993; Srinivasan, Jain & Sikand 2004). Extrinsic cues relate to 
the product but are different from the product itself. The product’s COO is one of many extrinsic 
cues, along with brand name and price, which contribute to a product’s overall image (Laroche et 
al. 2005b). It has been suggested that the product’s COO is one of most commonly used extrinsic 
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cues to differentiate product quality when intrinsic cues are difficult to obtain or the motivation to 
understand them is lacking, and/or when consumers want to expedite the decision-making process 
(Henderson & Hoque 2010; Huber & McCann 1982; Zhang 1997). This often applies to low-
involvement products, where the cost of searching for intrinsic cues to aid consumers in product 
evaluation often far exceeds the benefits (Zeithaml 1988). It has been determined that consumers 
often search for product’s COO information, either consciously or unconsciously, as part of their 
product evaluation process (Henderson & Hoque 2010; Herz & Diamantopoulos 2013; Phau & 
Suntornnond 2006).  
The COO effect has been determined in this thesis as the extent that a product’s COO, including a 
stereotypical made-in perception of it from a specific country, influences consumers’ product 
evaluations (Kucukemiroglu 1999; Laroche et al. 2005b). The literature indicates that COO cues 
contribute to three main consumer behaviours: internal influences such as quality perceptions or 
product attitudes (e.g.  Insch & McBride 2004; Thakor & Lavack 2003; Tse & Gorn 1993); external 
influences such as social status (e.g. Bannister & Saunders 1978a; Papadopoulos 1993); and 
decision-making process influences such as purchase intention (e.g. Hui & Zhou 2002; Parkvithee 
& Miranda 2012). Tse and Gorn (1993) found the COO cues to be an equally salient and more 
enduring determinant of consumer product evaluation than well-known brand names. Thus, the 
effect of COO cues on consumer behaviour should not be underestimated.  
Yet despite such insights in the literature, the level of influence of the COO cue on product 
evaluations remains inconclusive, including whether these impacts are consistent across countries 
and products (Amine, Chao & Arnold 2005; Ozretic-Dosen, Skare & Krupka 2007). In line with 
this, a systematic literature review by Kaynak and Kara (2001) highlighted that COO effect 
research findings are somewhat generalisable; this is because it is a complex phenomenon where 
various factors can influence its magnitude (Phau & Suntornnond 2006). Many moderating factors 
have been proposed including sample characteristics, countries examined, product knowledge and 
product familiarity (e.g. Dmitrovic & Vida 2010; Liefeld 1993; Sharma 2011), which according 
to Dmitrovic and Vida (2010) form two main interrelated literature streams of COO research.  
The first theoretical perspective investigates COO as a quality cue, focused on the explanation of 
product preferences across various countries as a result of consumers’ perceptions of a product’s 
COO (e.g. Agrawal & Kamakura 1999; Dinnie 2004; Insch & McBride 2004; Pecotich & 
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Rosenthal 2001). The second builds on the premise that awareness of a product’s COO induces a 
consumer belief (i.e. a consumer value system) that generates a product preference (e.g. Klein, 
Ettenson & Krishnan 2006; Klein, Ettenson & Morris 1998; Sharma, Shimp & Shin 1995; Verlegh, 
Steenkamp & Meulenberg 2005). Both streams of research share a common element in that they 
involve the COO cues as the central determinant of consumer choice (Dmitrovic & Vida 2010). 
Furthermore, there has been an increasing volume of cross-cultural studies based on these two 
perspectives in both mature and developing markets, mostly as a result of external market growth 
opportunities (Klein, Ettenson & Krishnan 2006; Zolfagharian, Saldivar & Sun 2014). 
The next sub-section summarises the theoretical development including the foundations for 
studying the effects of COO cues. Further discussion on COO effects across different product 
categories is then presented in Sub-section 2.2.3. 
2.2.2.1 Theoretical foundations for studying COO effects 
A product’s COO is generally considered to be an attitude-like construct (Heslop et al. 1993). That 
is, a product’s COO generates a consumer’s ‘attitude’ towards a country, its people and the 
country’ products. Within the COO literature, most seem to accept Fishbein’s three components 
of attitudes (cognition, affection and behavioural intention) as the basis for the conception of COO 
effects (e.g. Dmitrovic & Vida 2010; Heslop et al. 1993; Laroche et al. 2005b; Obermiller & 
Spangenberg 1989; Verlegh & Steenkamp 1999). Cognition refers to the beliefs or thoughts an 
individual has about a particular attitude-like object (e.g. a product’s COO) (Fishbein & Ajzen 
1975), and their concerns about whether something is true or false (Rosenberg & Abelson 1960). 
Affection reflects the way consumers feel about the attitude-like object (Fishbein & Ajzen 1975), 
and can involve feelings, evaluations and emotions (Rosenberg & Abelson 1960). As further 
discussed in Sub-section 2.2.4, attitudes affect experiences and imply some kind of evaluate 
judgement or preference. Lastly, behavioural intention relates to a person’s intentional act towards 
an attitude-like object (Fishbein & Ajzen 1975).  
Verlegh and Steenkamp (1999) contended that it is essential to use these three attitude components 
(i.e. cognition, affection, and behavioural intention) in relation to country images, to adequately 
understand the functioning of COO effects. Furthermore, Obermiller and Spangenberg (1989) and 
Laroche et al. (2005b) suggested these three attitude components are distinguishable from each 
other, although they refer to cognitive, affective and normative effects (as shown in Table 2-2).  
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Table 2-2: Attitude components of COO effects 
 
Adapted from Verlegh and Steenkamp (Verlegh & Steenkamp 1999, p. 524) 
 
Cognitive effect 
Cognition is considered the most common effect of COO cues within consumer product 
evaluations (Obermiller & Spangenberg 1989). It has been described in this context as a process 
where the country image, activated by the COO cue, applies indirect impact on the consumer’s 
overall evaluative judgement of the product via the formation of attribute beliefs (Han 1989). Put 
differently, consumers turn to the COO cues to form an opinion of the product’s quality, which 
then serves as a basis for evaluating the product. Within the literature, the effects of COO in the 
cognitive process have been described as either: 1) the ‘summary construct’ that summarises 
consumers’ beliefs about these attributes; or 2) a ‘halo’ effect where consumers infer a product’s 
attributes, depending on how familiar they are with a country’s products (Han 1989).  
When consumers are familiar with a country’s products, COO often presents a summary construct 
where the country image summarises product attributes stemming from consumer beliefs (Han 
1989). Certain products are strongly associated with specific countries, often resulting in positive 
quality attitudes, such as France with perfume and fashion, Italy with designer accessories 
(Solomon, Russell-Bennett & Previte 2013), and Japan with electronics (Magnusson, Westjohn & 
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Zdravkovic 2011). Summary construct effects are based on the theory of limited processing 
capacity, which posits that as a result of short-term memory, people often abstract and ‘chunk’ 
information to facilitate its storage and later retrieval from long-term memory (Simon 1974). 
Johansson (1989) argued that viewing the country image as a summary construct is a good example 
of the positive interaction between product familiarity and the use of COO cues in product 
evaluations. This author posited that “people with more prior knowledge will have more relevant 
information on a country and will feel more comfortable about using it than others” (Johansson 
1989, p. 54). 
Alternatively, when consumers are not familiar with a country’s products, the country image serves 
as a halo effect, to infer the quality of unknown foreign products (Han 1989). Here the country 
image is based on stereotypes the consumer has about the country, including its level of economic, 
political and social development, which in turn influences their product evaluations. Countries 
with positive images generally attract positive beliefs about the quality of their products, whereas 
those with negative images generate negative product beliefs (Orbaiz & Papadopoulos 2003). For 
example, many Chinese products were previously associated with low-level, low-tech and low-
cost products, stemming from negative country views (Temporal 2005). 
Affective effect 
Affective and normative mechanisms both play a significant role in consumer preference 
formation founded on COO (e.g. Hong & Wyer 1989; Johansson 1989; Klein, Ettenson & Morris 
1998; Laroche et al. 2005b). According to Aaker (2012), consumers do not always care as much 
about a product’s functional quality, as they do about sensorial or emotional benefits like style, 
social status and/or pleasure. In this context, COO may associate a product with status, authenticity 
and exoticness. For example, consumers may link a product to rich product-country imagery with 
sensory, affective and ritual connotations, including relating products and brands to a sense of 
national identity and pride that establishes a strong emotional attachment (Verlegh & Steenkamp 
1999). Furthermore, Askegaard and Ger (1998) claimed that consumer knowledge of the COO of 
a product may evoke powerful images of that country, its people, its culture and/or its national 
symbols; images that may positively or negatively influence attitude without impacting the product 
attribute beliefs developed via cognitive processes. Hirschman and Holbrook (1982) 
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acknowledged that such emotional and symbolic benefits can be important product evaluation 
criteria.  
Furthermore, Verlegh (2001, p. 52) noted that on average, “studies employing more fine-grained 
classifications of emotions often find that these emotions ultimately reduce to two factors, one 
positive and one negative”. For example, the positive side of the affective mechanism is that the 
formation of consumer preference may relate to consumer attachment (e.g. Verlegh 2007), where 
the source country is linked to national or ethnic identities such as the status and pride of possessing 
products from that country. Verlegh (2001) demonstrated in his study how Dutch consumers often 
identify more with their home country, which is accompanied by less positive feelings towards 
other countries’ products. This can have a negative influence on the formation of consumer beliefs 
about the attributes of foreign products. Such negative affective aspects include the formation of 
consumer animosity (e.g. Amine, Chao & Arnold 2005), consumer affinity (e.g. Oberecker, Riefler 
& Diamantopoulos 2008), and consumer racism (e.g. Ouellet 2007). For example, when consumer 
preferences stem from animosity towards particular nations, emotions such as anger or fear will 
prevent them from buying that relevant country’s product, regardless of the quality judgements 
(Yu-An, Ian & Chad 2010). Another strong example of this is when Klein et al. (1998) identified 
how military, political and economic disagreements between Japan and China had generated 
feelings of animosity that were negatively affecting Chinese consumers’ buying decisions. Thus, 
emotional reactions triggered by the COO cue can act be determinants of the consumer’s attitude 
towards foreign-sourced products.  
Normative effect 
COO effect also has a normative dimension that can influence consumer preferences without any 
change in overall evaluations or assessments of a product. This dimension mostly relates to the 
purchasing of the home country’s product as a way of supporting its national economy (Verlegh 
& Steenkamp 1999). This is where consumers are concerned about the COO because they want to 
express a preference for domestically-produced products. That is, consumers may have strong 
feelings of patriotism and pride associated with purchasing their home country products, and 
consider it wrong, almost immoral to buy foreign products (Shimp & Sharma 1987). This has also 
been referred to as ‘consumer ethnocentrism’, which as a moderator of COO has been found to 
positively impact consumers’ preferences for home country products while negatively impacting 
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foreign product choices (e.g. Kucukemiroglu 1999; Shimp & Sharma 1987; Watson & Wright 
2000; Wong, Polonsky & Garma 2008; Zolfagharian 2010). Some highly ethnocentric consumers 
have been known to purchase home country products even if the quality is lower than that of other 
countries (Wall & Heslop 1986).  
According to Verlegh and Steenkamp (1999), when products are linked to a specific COO, they 
are automatically linked to a consumer’s stereotypes about that country. Stereotypes are fixed 
impressions (Katz & Braly 1935), “a socially shared set of beliefs about traits that are characteristic 
of members of a social category” (Greenwald & Banaji 1995, p. 14). Within the COO context, 
they are “stored beliefs about characteristics of a specific country which are socially shared” (Herz 
& Diamantopoulos 2013, p. 402). Such stereotypes can induce cognitive as well as affective 
processes (Askegaard & Ger 1998), enabling consumers to make inferences about unobserved 
attributes of individual objects, and serving as heuristics in information processing (Hinner 2010). 
As a cognitive process, stereotypes are often a shortcut that simplifies an individual’s interactions 
with a complex environment; thus, it can help consumers make inferences about product quality. 
This is particularly relevant when other information cues are inaccessible or too complex to assess 
(Chattalas, Kramer & Takada 2008), or when consumer expertise is low (Maheswaran 1994). As 
an affective process, stereotyping can evoke emotional associations, and the COO cue can work 
as a stereotype-driven attribute that links the product to positive and/or negative emotional 
associations with particular nations (Verlegh & Steenkamp 1999). However, such associations do 
not necessarily affect product attribute beliefs formed through cognitive processes (Askegaard & 
Ger 1998). Lastly, as a normative process, consumers may hold socially-desirable behavioural 
norms linked to COO cues (Chattalas, Kramer & Takada 2008). This means that the ‘correctness’ 
of purchasing COO-cued products made-in specific nations, particularly those not from the home 
country, may directly affect purchase intentions, regardless of any product-related beliefs. 
2.2.2.2 Overview of COO research 
There has been extensive empirical research on the effects of COO cues, with well over 15 
literature reviews on the subject. According to Dinnie (2004), there were three phases of research 
prior to 2004.  
The first period from 1965 to 1982 sought to uncover this new phenomenon and first demonstrated 
the existence of COO effects. It was characterised by simplistic methodological approaches where 
26 
 
COO was typically examined in the absence of other informational cues (i.e. single-cue studies) 
(e.g. Bannister & Saunders 1978a; Wang 1978; White 1979). Such single-cue studies are likely to 
yield a significant effect; hence the size of the COO effect could have been overestimated 
(Johansson, Douglas & Nonaka 1985). 
In the next period from 1983 to 1992 there was an increased volume of empirical research as well 
as greater sophistication and diversity of methodological approaches. Multiple-cue studies on 
COO research emerged, moving away from single-cue, where cues in addition to COO included 
price and brand name (e.g. Erickson, Johansson & Chao 1984; Ettenson, Wagner & Gaeth 1988; 
Hong & Wyer Jr 1989; Johansson, Douglas & Nonaka 1985). Several of these studies found that 
COO had a lower effect in consumer product evaluations when other product information was 
available (e.g. Ettenson, Wagner & Gaeth 1988; Johansson, Douglas & Nonaka 1985). This period 
also identified the importance of moderating variables (e.g. ethnocentrism, product category, 
degree of economic or political climate, and nationalism), which affected the size of COO cues 
(e.g. Shimp & Sharma 1987; Wang & Lamb 1983).  
The third research phase from 1993 to 2004 (Dinnie’s time of publication) was where researchers 
strived to understand consumer perceptions of products from various countries, including via an 
increase in cues that moderated COO effects on consumer assessments, as well as additional 
research into the consumer process used to integrate COO information into their preference 
formation and purchase decisions. These researchers further examined product COO effects as a 
multi-dimensional construct by decomposing it into elements such as country of assembly (COA), 
country of design (COD), country of manufacture (COM), country of brand (COB) (Chao 2001; 
Phau & Prendergast 2000), while some also explored relationships between COO and other cues 
such as price, brand, patriotism and product experience (Hui & Zhou 2003; Tse & Gorn 1993).  
Since 2004, there have been several alternative reviews of COO effects, mostly focusing on its 
role in different contexts (i.e. definition, methodology, moderators) (Roth & Diamantopoulos 
2009; Usunier 2006) rather than classifying it into time periods with distinctive characteristics like 
Dinnie. For example, the literature review by Magnusson and Westjohn (2011) confirmed that 
COO research remains an active research area, with four main points of focus: 1) country images 




First, more recent COO research focuses on improving the operationalisation of country image 
constructs, including measurement scales (e.g. Heslop, Lu & Cray 2008; Pappu, Quester & 
Cooksey 2007), perception antecedents such as cultural values (Balabanis, Mueller & Melewar 
2002; Hsieh 2004), and effects of different aspects such as country brand equity (Pappu, Quester 
& Cooksey 2007). Second, COO literature in the past 15 years has focused on alternative 
dependent variables, such as the role of COO on willingness to pay a price premium (e.g. Guzmán 
& Paswan 2009), product trust (e.g. Jiménez & San Martín 2010), and brand equity (e.g. Mohd 
Yasin, Nasser Noor & Mohamad 2007). Magnusson and Westjohn (2011) contended that such 
studies confirm the effect of COO cues, suggesting it extends beyond the traditional outcomes of 
attitude evaluation and purchase intention. Third, more recent COO research has increased its 
attention on consumers’ knowledge of brand origin (e.g. Balabanis & Diamantopoulos 2008; 
Samiee, Shimp & Sharma 2005; Zeugner-Roth, Diamantopoulos & Montesinos 2008). 
Lastly, most research in the past 15 years has examined how different factors accentuate or mitigate 
the effect of the COO cue on product evaluation. In this context, Magnusson and Westjohn (2011) 
broke down such COO moderators into the following four categories: 1) consumer traits such as 
values and emotional states (e.g. Chryssochoidis, Krystallis & Perreas 2007; Jiménez & San 
Martín 2010; Zolfagharian, Saldivar & Sun 2014), COO sub-components such as COD and COA 
(e.g. Al-Aali, Randheer & Hasin 2015; Wong, Polonsky & Garma 2008),  product attributes such 
as involvement and knowledge (e.g. Ahmed et al. 2004; Josiassen, Lukas & Whitwell 2008; 
Ozretic-Dosen, Skare & Krupka 2007; Verlegh, Steenkamp & Meulenberg 2005), and product 
types such as consumer products, and industrial products and services (e.g. Bruning & Saqib 2013; 
Javalgi, Cutler & Winans 2001). 
In summary, the review on COO research reveal the field is vibrant. While at least one stream of 
research (e.g. Samiee, Shimp & Sharma 2005; Usunier 2006; Usunier & Cestre 2008) has 
questioned the relevance of COO research, most have further confirmed its effects and its 
importance to consumer- and product-specific, as reflected through two main literature streams. 
This thesis subsequently focused on main product and consumer factors that trigger the effect of 
COO cues, as discussed in the following sub-sections.  
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 COO effects and impact of product involvement level 
As mentioned previously, despite considerable effort in international marketing to understand the 
importance consumers place on COO cues for product evaluations (e.g. Bilkey & Nes 1982; 
Peterson & Jolibert 1995; Pharr 2005; Verlegh & Steenkamp 1999), a number of scholars (e.g. 
Lim, Darley & Summers 1994; Pappu, Quester & Cookey 2006) have highlighted that these 
conceptual and empirical findings have been mixed. For example, among those researchers that 
believe the COO cue is used in making purchase decisions, there is disagreement about its level of 
importance and the circumstances of its use. Several researchers (e.g. Eroglu & Machleit 1989; 
Laroche et al. 2005b) have contended that such conflicting outcomes are due to context-specific 
factors moderating the importance of COO cues during product evaluations. For example, the 
influence of product involvement has been highlighted as one of the most important factors (e.g. 
Ahmed & d'Astous 2001; Cilingir & Basfirinci 2014; Henderson & Hoque 2010; Yong 1996), 
which has consequently been addressed in this thesis.  
The product involvement concept was originally derived from the social psychology discipline, 
when it was applied to marketing by Krugman in 1965, and gradually became a component of 
consumer behaviour research (Lin & Chen 2006). Such involvement can relate to the degree that 
consumers engage in information-searching and -processing, including the extent they assess for 
variety, quality and specialty in products (Lin & Chen 2006). The level of product involvement is 
important in investigating the influence of COO effects (Rezvani et al. 2012), as it likely affects 
the consumer’s information-searching and decision-making processes; thus affecting the 
consumer’s evaluation of and beliefs about the product and its COO (Lin & Chen 2006).  
Krugman (1965) described involvement as two experience levels: 1) low-involvement; and 2) 
high-involvement. In this context, high-involvement towards a product relates to consumers’ high 
level of concern for understanding or recognising the product. That is, the consumer actively 
searches for and evaluates alternative products, with such involvement potentially altering their 
view of a product (Leavitt, Greenwald & Obermiller 1981). Accordingly, high-involvement 
products often carry high performance risks (monetary, psychological and social) and usually have 
high cost. Within the COO literature, examples of high-involvement products include highly 
complex or luxury items such as automobiles, computers, TVs, cameras and consumer electronics 
(e.g. Han & Terpstra 1988; Knight, Holdsworth & Mather 2007; Piron 2000; Wong, Polonsky & 
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Garma 2005; Zolfagharian, Saldivar & Sun 2014). In most high-involvement product cases, 
existing research has shown that COO is an important product cue (Henderson & Hoque 2010). 
This is because complex and high-tech products are not as easy for consumers to evaluate due to 
lower knowledge levels, meaning they are more likely to use COO to simplify their information-
processing and to reduce perceived risks (Papadopoulos & Heslop 2002). Although there are some 
conflicting perspectives within the literature with respect to the evaluation of more complex 
products, such as Josiassen et al. (2008) who believed that consumers consider COO cues to be of 
less importance for their evaluation of high-involvement goods such as automobiles, electronics, 
watches and electrical household appliances.  
Low involvement towards a product is where consumer consideration is at a significantly lower 
level, and the evaluation is generally formed via less information (Leavitt, Greenwald & 
Obermiller 1981). Thus, low-involvement products are usually considered to carry lower search, 
risk and financial outlays. Within the COO literature, examples of low-involvement products 
include coffee, beer, toothpaste, chocolate and rice (e.g. Ahmed et al. 2004; Koschate-Fischer, 
Diamantopoulos & Oldenkotte 2012; Ozretic-Dosen, Skare & Krupka 2007; Parkvithee & 
Miranda 2012).  
Despite this focus on low-involvement products, there is no consensus across the research with 
regards to their corresponding COO affect (Ahmed et al. 2004; Parkvithee & Miranda 2012). For 
example, while Henderson and Hoque (2010) contended COO has no effect on low-involvement 
product evaluations, Phau and Suntornnond (2006) found it had a significant effect among 
Australian residents with respect to beer evaluations from Australia, Germany, New Zealand and 
the Netherlands. Other studies have also verified that COO cues can play a significant role in 
consumers’ evaluation of low-involvement products, including coffee and bread (Ahmed et al. 
2004), and chocolate (Ozretic-Dosen, Skare & Krupka 2007). Furthermore, some in the COO 
literature such as Ettenson et al. (1988) have argued that consumers generally rely on extrinsic 
cues such as COO and evaluate several elements of other information alongside COO when 
evaluating low-involvement products. It has been suggested that the effort of searching for intrinsic 
cues for low-involvement goods far exceeds the benefits (Zeithaml 1988). 
In conclusion, while it is commonly accepted that COO cues are more likely to influence consumer 
evaluations of high-involvement products (Srikatanyoo & Gnoth 2002), there is still contention 
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about the magnitude of the COO effect for both high- and low-involvement products (Ahmed et 
al. 2004). It has been recognised that the specific product category may also influence consumers’ 
evaluation of COO (Kaynak & Kara 2001), and that inconsistent findings across previous COO 
research may be due product category variations (Pappu, Quester & Cooksey 2006). It has also 
been suggested that the COO effect will vary across different product categories in some countries 
(Wall, Liefeld & Heslop 1991). For example, Kaynak and Cavusgil (1983) found that Japanese 
electronic products received high-quality evaluations, while Japanese food products received low 
ones. Thus, caution has been advised when generalising results in relation to how consumers assess 
COO for one product category (Bandyopadhyay 2001).  
 COO effects for home country products  
As discussed in Sub-section 2.2.2, one of two research streams commonly focused on in COO 
studies relates to consumers’ emotional attachment to countries, which may cause a preference of 
products from preferred nations, regardless of quality (Dmitrovic & Vida 2010). In this context, 
the COO effect is via two main perspectives: 1) consumers’ home country preferences; 2) and 
consumers other country preferences.  
Home country product preference is a widely-researched phenomenon within the COO literature. 
Among such findings, it has been recognised that consumers in developed countries often 
positively stereotype their own country's products (Bilkey & Nes 1982; Orbaiz & Papadopoulos 
2003; Samiee 1994). These consumers generally rate products made in their home country more 
highly, and are also more willing to buy home country goods (Chinen, Jun & Hampton 2000; 
Liefeld 1993). In contrast, it has been uncovered that some consumers in developing countries 
prefer foreign goods (e.g., developed countries and some specific developing countries), showing 
a negative preference towards their home country products (Kaynak, Kucukemiroglu & Hyder 
2000; Okechuku & Onyemah 1999). For example, consumers from Nigeria and Mexico have been 
shown to prefer foreign-made products even though they are unfamiliar with that foreign country 
and its products (Okechuku & Onyemah 1999). Okechuku and Onyemah (1999) identified that US 
consumers are concerned with COO because they want to ensure they purchase their home country 
brands, while Nigerian consumers are more sensitive to COO because they do not wish to purchase 
home country products. In addition, Mohamad et al. (2000) indicated that home country product 
preferences are often dependent on the COO of the alternatives involved in the thesis. For example, 
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when product alternatives originate from countries with lower economic or technological 
development levels compared to the home country, consumers are more likely to prefer their home 
country goods.  
Furthermore, such home country preference is determined as more complex for migrants who often 
carry a penchant for the nation they were born and raised in, while also having a preference for the 
nation that now serves as their host country. Zolfagharian et al. (2014) considered migrant 
consumers as positively valued in-groups, who often associate with both their home and host 
cultures and therefore develop favourable meanings and objects associated with both. These 
authors surveyed four first-generation migrant populations in the USA – German-Americans, 
Mexican-Americans, American-Mexicans and Chinese-Mexicans – and found that ethnocentric 
German-Americans, for example, provided significantly lower-quality ratings of Japanese and 
Mexican products relative to German and US products. In spite of this dual perspective, Cui, 
Fitzgerald and Donovan (2014) uncovered in their study that as acculturated migrants increasingly 
identify with both home and host cultures, they are less likely to be ethnocentric and more likely 
to perceive their home country products as inferior to the host country products. The finding in 
this thesis is that consumers living abroad have lower levels of animosity toward the host country 
than respective natives living in the home countries further strengthens this argument.  
 COO effects for foreign country products 
COO literature has demonstrated how consumers can also use a country’s level of economic 
development to evaluate its products (e.g. Ahmed & d'Astous 2001; Wang & Lamb 1983). For 
example, most consumers regard products from developed economies as superior to those from 
developing or underdeveloped economies (Henderson & Hoque 2010). Furthermore, highly 
industrialised countries are generally evaluated better than low industrialised countries (Thanasuta 
et al. 2009), and the level of cultural or political development can also positively influence 
consumer perceptions (Wang 1978).  
In line with this, Ahmed et al. (1994) contended that most consumers believe economically-
advanced countries have more skills and expertise, and therefore produce higher-quality products. 
Adding to this, Wall et al. (1991) identified that the source country of a product often has a higher 
impact on quality evaluation than the price for luxury goods. It would appear that consumers only 
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favour lesser-known brands if they originate from countries with good reputations. For example, 
in the study by Han and Chu (2010) investigating the purchasing of luxury handbags by Taiwanese 
female consumers, it was found that COO had a stronger effect than the brand name. This 
suggested that some consumers prefer products from countries with reputable images (i.e. France) 
over less reputable countries (i.e. China), and are willing to pay a higher price for such products. 
Despite such country image findings, Hooley, Shipley and Krieger (1988) uncovered that when a 
country’s political, social, cultural and economic conditions change, the influence of the COO may 
also change. 
The COO literature also suggests that country preferences are often based on the extent of 
similarities between the consumer’s home country and the culture of foreign suppliers (Laroche et 
al. 2003). That is, products from countries deemed culturally-similar are preferred over those from 
countries viewed as culturally-dissimilar (e.g. Balabanis & Diamantopoulos 2004; Bruning & 
Saqib 2013; Watson & Wright 2000). Such preferences towards a COO, country of historical 
affiliation and/or country with a similar culture were found by Laroche et al. (2003) when assessing 
Canadian evaluations of foreign-sourced products. In this thesis, English-Canadians exhibited 
more positive attitudes towards goods from Hong Kong, Australia and the USA (i.e. countries with 
similar UK affiliations) than did French-Canadians. In contrast, English- and French-Canadians 
showed no difference in preferences towards products from Germany, Japan and Mexico (i.e. 
countries with no strong affiliation with either the UK or France).  
Watson and Wright (2000) also examined the evaluation of product categories not aligned with 
the home country, and concluded that purchase decisions are influenced by consumer 
ethnocentrism when there is some similarity between the home and foreign country. They 
consequently contended that the more culturally-similar the two countries are, the more likely it is 
for consumers to buy products from that foreign country (i.e. consumers from New Zealand prefer 
products from the UK and USA, rather than products from Italy and Singapore).  
Furthermore, given that social and cultural values often differ across geographical areas, it has 
been suggested that this may also influence consumer preferences (Takada & Jain 1991). This is 
supported by the fact that trade barriers often do not apply between countries within the same 
trading bloc (Schott 1991); thus, the availability of foreign products within the same trading bloc 
might influence product or brand awareness, familiarity and acceptance. Hsieh (2004) found that 
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European consumers (e.g. the UK, Germany, Italy, Belgium, the Netherlands and Spain) and those 
from North American countries generally accept not only their home country’s products, but also 
those originating from the same regional bloc or geographical area.  
Despite many similar findings, an exception was uncovered in the COO literature with regards to 
the influence of culturally-similar preferences on COO cues. Yong (1996) investigated how 
Chinese consumers evaluate products from the USA, Japan and South Korea, based on the 
rationale that Chinese, Japanese and South Korean cultures share the same collectivistic values, 
distinct from those of more individualistic cultures such as the USA. This author had anticipated 
that the COO images of both the Japan and South Korea shirts and colour TVs would be influenced 
by their cultural similarities to China. Yet the findings instead showed that Chinese consumers had 
more positive perceptions of these products from USA in addition to Japan, rather than from South 
Korea. It was surmised that the level of economic development was having more influence on 
these consumers than the influence of cultural similarities.  
In summary, Section 2.2 has reviewed the literature on the effect of COO cues in understanding 
the mechanism and differences in consumer preferences towards products sourced from different 
countries. It has been recognised that a product’s COO cue interacts with several other factors that 
may change its influences on consumer behaviour, including their feelings and emotional 
attachment to particular countries, as well as their product purchase involvement. 
 Acculturation 
The second construct in this thesis is acculturation, an adaptation process experienced by migrants 
that shapes their consumption behaviours (Luedicke 2011; Song & Shin 2004). Acculturation has 
been identified as a moderator of COO effects in some studies (e.g. Cui, Fitzgerald & Donovan 
2014; Parameswaran & Pisharodi 2002; Pisharodi & Parameswaran 1994).  
Migrant consumption is part of the larger context of ethnic consumption behaviours, a growing 
study focus across various fields including marketing (e.g. Ownbey & Horridge 1997; Poon, 
Evangelista & Albaum 2010), geography (e.g. Cohen 2011) and ethnicity (e.g. Penaloza 1995; Xu 
et al. 2004). Among such research, there has been a lot of attention on the relationship between 
ethnicity, ethnic identity and consumption (e.g. Burton 2000; Carrus, Nenci & Caddeo 2009; 
Makgosa 2012), and in particular the impact of acculturation on consumption practices (e.g. Lee 
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& Tse 1994; Makgosa 2012; Pires & Stanton 2000; Webster 1994). One consistent finding is that 
differences in consumption behaviour of migrants reflect their orientation towards the home and/or 
host culture. It has been deemed essential to understand the dynamics of migration; that is the 
extent that migrants maintain their home country culture and/or adapt to the host culture, and their 
corresponding changes in consumption patterns (Askegaard & Özçaglar-Toulouse 2011; Hui, 
Laroche & Kim 1998).  
The purpose of this thesis was to further examine whether different home and host orientations 
have an effect on migrant consumers’ product evaluations. Thus, the literature review in this 
section focuses on the relationship between consumption, acculturation and ethnic identity in 
shaping migrant consumer behaviours and attitudes in daily consumption. 
 The acculturation construct 
The term ‘acculturation’ was coined in the late 1930s by anthropologists Redfield, Linton and 
Herskovits (1936), who determined acculturation an aspect of broader cultural change. The 
definition was later refined by the Social Science Research Council (SSRC) (1954), followed by 
other academic fields such as sociology (e.g. Gordon 1978), psychology (e.g. Castro 2003) and 
marketing (e.g. Ownbey & Horridge 1997). While there are variances across these definitions, 
there are three main commonalities. First, the terms ‘assimilation’, ‘psychological acculturation’ 
and ‘acculturation’ are often used interchangeably (e.g. Ward & Rana-Deuba 1999; Webster 
1994). Second, acculturation always involves a process of changing attitudes and behaviours when 
two cultures meet (e.g. Cleveland & Laroche 2007; Lee 1993). Third, acculturation is considered 
a process (Mendoza 1989) or an outcome (Lee 1993), or both (Berry 1997).  
This thesis has viewed acculturation from the process perspective, because the focus is on 
understanding the dynamics of migrants’ consumption. Thus, the following SSCR (1954) 
definition of acculturation, which is one of the most cited, has been adhered to here: 
[...] culture change that is initiated by the conjunction of two or more autonomous cultural 
systems. Acculturative change may be the consequence of direct cultural transmission; it 
may be derived from non-cultural causes, such as ecological or demographic modification 
induced by an impinging culture; it may be delayed, as with internal adjustments following 
upon the acceptance of alien traits or patterns; or it may be a reactive adaption of traditional 
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modes of life. Its dynamics can be seen as the selective adaptation of value systems, the 
processes of integration and differentiation, the generation of developmental sequences, 
and the operation of role determinants and personality factors. (p. 974) 
This definition specifies key culture-related aspects that change based on intergroup contact, as 
well as those that are resistant to such change. The significance of this definition is that it provides 
alternative paths for acculturation to occur, and that those involved in intergroup contact can select 
what elements of their culture they wish to surrender and what they want to incorporate from the 
new culture (Berry 2002). This acculturation process is highly individualised and is mostly 
influenced by psychological traits as well as environmental and other external factors (Berry 
2002).  
According to Berry (2003), such acculturation is a two-way process of reshaping and maintaining 
a cultural balance between home and host communities. That is, changes occur within both groups. 
However, this acculturative process is often unequal (Berry 1997), with changes to the migrant 
groups usually having greater consequences (Ogden, Ogden & Schau 2004). This is because new 
migrants typically have less local knowledge and financial security, as well as fewer familial 
relationships that those already established within in the host country (Ogden, Ogden & Schau 
2004). 
In line with this, Berry and Kim (1988) determined that there are several primary changes 
associated with migration. First, physical changes are experienced (e.g. environment, housing, 
population), followed by longer-term biological changes as migrants adapt to new conditions (e.g. 
new foods, new illnesses, mixed-ethnicity children). Third, cultural changes occur that mostly stem 
from the new political, economic, linguistic, religious and social institutions, followed by 
psychological changes including to their mental health. Gordon (1978) earlier contended that 
external traits (e.g. clothing, language, expression of emotions) may change rapidly among 
migrants, while the more intrinsic personal characteristics (e.g. values, norms, religious beliefs) 
are likely to take longer, if they change at all.  
2.3.1.1 Consumer acculturation 
As a result of migration, individuals crossing national borders immediately begin a process of 
sociocultural adaptation to the new environment that encompasses almost all aspects of their lives 
(Luedicke 2011). This can include adapting to the consumer environment within the new country, 
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which has been referred to as ‘consumer acculturation’ (O'Guinn, Wei-Na & Faber 1986). While 
acculturation is more general, consumer acculturation is specific to the consumption process and 
is a subset of acculturation and socialisation (Lee 1988; Ogden, Ogden & Schau 2004). Consumer 
acculturation describes a process of learning and displaying culturally-defined consumption skills, 
knowledge and behaviours, including identity negotiation among migrants (Penaloza 1989). It 
emphasises the cultural basis of consumption behaviours including consumer learning processes, 
as influenced by the interactions of two or more cultures.  
2.3.1.2 Overview of consumer acculturation research 
While acculturation has been studied for more than half a century, consumer acculturation research 
only began in the 1980s and has remained relatively sparse compared with broader acculturation 
research (Luedicke 2011). Luedicke (2011) summarised two main focuses in consumer 
acculturation literature. The first is assessing migrants’ consumption patterns, in particular why 
they differ from their mainstream consumers and what these differences reveal about the migrants’ 
level of assimilation. One of the first consumer acculturation studies was undertaken by 
Wallendorf and Reilly (1983), who compared food consumption patterns of Mexican-Americans 
in South West USA with that of Mexicans in Mexico City. Their findings indicated that Mexican-
American consumption patterns represented a unique cultural style, as they kept their home 
cultural habits for some food items, while for others they resembled host country consumers. The 
authors concluded that Mexican-American food consumption patterns do not follow a “linear 
progression from the cultural style of the culture of origin to that of the culture of residence” (p. 
301). Mehta and Belk (1991) later observed an anti-assimilation effect in a comparison study of 
favourite possessions of highly educated, upper-middle-class Indians now living in the USA. Many 
of these possessions were brought over from India, serving as symbolic ties to the home country 
including family and culture, which was very important in the USA where their culture was less 
prevalent. These findings indicated that these migrants not only behaved as predicted by the 
assimilation model (i.e. high host orientation and low home orientation), in that they adopted US 
clothing, food and or furnishings, but that they also used special home country possessions for 
‘hyper-identification’ with their native cultural context. Thus, while these migrants consumed 
some local goods, they did not eliminate their home culture identification; their affiliation with 
their home culture instead grew stronger than it was prior to migration.  
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The second main interest of consumer acculturation research relates to exploring consumer 
acculturation experiences. This started with the work of Penaloza (1989), focusing on the 
socialisation process of migrant consumers; that is, exploring ‘how’ rather than ‘how much’ 
migrant consumers acquire “the skills and knowledge relevant to engaging in consumer behaviour” 
(p. 110) in a foreign cultural context. This author used ethnographic and interpretive methods to 
examine this acculturation process in more depth; subsequently revealing that Mexican-American 
consumers experience a different shopping orientation for functional versus symbolic goods. The 
author concluded that these consumers had managed to consciously resist the ‘push and pull’ of 
Anglo and Mexican marketers in unprecedented ways. He consequently surmised that migration 
does not necessarily lead to assimilation, and identified two distinct influences on migrant 
consumer behaviour: 1) home culture; and 2) host culture. That is, those that help immigrant 
consumers to get along and to reproduce culture norms in their new context, such as family, 
friends, media and social and religious institutions from both cultures, serve as ‘dual sets of 
acculturation agents’.  
 Operationalisation of acculturation 
This section provides some justifications for examining acculturation at the individual level, and 
also makes distinctions between acculturation and two main concepts in acculturation research: 
assimilation and ethnic identity.  
2.3.2.1 Levels of acculturation: Group and individual 
The effects of acculturation can be seen at both group and individual levels in both cultures (Berry 
1997). While scholars in anthropology and sociology (e.g. Redfield, Linton & Herskovits 1936) 
recognised acculturation as a group-level phenomenon, some in psychology (e.g. Graves 1967) 
considered it at the individual level, also known as ‘psychological acculturation’. Such separation 
has been deemed significant because the kinds of changes at the two levels are often vastly 
different (Berry 1997). In particular, group-level analysis is concerned with changes in 
relationships to socialisation, social interaction and mobility (Olmedo 1979), while individual is 
associated with changes in identities, values and attitudes (Penaloza 1989).  
It has been contended that considerable individual differences in psychological acculturation exist, 
even among those with the same cultural origin (Nauck 2008). According to Sam and Berry (2010), 
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“not every individual enters into, participates in or changes in the same way during their 
acculturation” (p. 473). That is, an individual may be highly acculturated, while the group they 
belong to may not be acculturated in any way, and vice versa. For this thesis, acculturation has 
been conceptualised at the individual level.  
2.3.2.2 Acculturation versus assimilation 
Within the acculturation literature, the terms ‘assimilation’ and ‘acculturation’ have often been 
used interchangeably (e.g. D’Rozario & Douglas 1999; Padilla & Perez 2003), to mean the process 
where an individual encounters a new culture. However, this thesis has determined these as two 
distinct concepts, in alignment with Ogden et al. (2004), as further discussed below.  
Prior to the 1980s, acculturation researchers had focused more on assimilation, recognising 
acculturation as a sub-process of assimilation (e.g. Gordon 1978; Wallendorf & Reilly 1983). 
Assimilation has been recognised as a linear process that extends from the individual’s home 
culture to the new host culture; this is where migrants lose some of their original culture as they 
move through this process, acquiring some of the host culture so they are indistinguishable from 
others, leading to the perception of assimilation as the ultimate and inevitable outcome of 
acculturation. However, this perception of acculturation as part of this linear process has been 
critiqued as over-simplistic (Berry 1990; Penaloza 1989).  
It has instead been argued that acculturation does not necessarily mean the loss of the home culture 
as it does not always lead to the adoption of the host culture. Researchers such as Sunkyu, Ball 
and Gentry (1993) and Chun, Balls Organista and Marín (2003) have pointed out that this linear 
view of acculturation towards assimilation is a continuing concern for the field of acculturation 
research. In line with this, Ogden et al. (2004) recommended acculturation researchers distinguish 
assimilation and acculturation in terms of how they use these within the consumer acculturation 
context and the outcome of the cultural negotiations. That is, assimilation occurs when a migrant 
fully adopts the host culture values and gives up their home culture, while acculturation is when 
only some of the host culture values are added without fully abandoning the home culture.  
2.3.2.3 Acculturation versus ethnic identity 
Ethnicity can broadly be viewed as a characteristic of racial group membership on the basis of 
some commonly-shared features such as culture, ancestry, language, history, religion and/or 
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customs (Hui et al. 1992; Riggins 1992). Table 2-3 presents a summary of key studies that have 
included the concept of ethnicity within consumer behaviour.  
Table 2-3: Examples of key studies on ethnicity concept 
 
Table 2-3 shows that the terms ‘ethnicity’ and ‘ethnic identity’ have frequently been used 
interchangeably. This reflects the looseness and a possible disagreement between researchers 
about the nature of ethnicity (Pires & Stanton 2000). Ogden et al. (2004) suggested that even 
though these two concepts are closely related, they are two separate constructs. Ethnicity can be 
seen from an objectivist perspective, referring to a group identified by surname, COO, parental 
ancestry, language spoken at home and/or area of residence (Hoyer & Deshpande 1982; 
Wallendorf & Reilly 1983). In contrast, ethnic identity can be seen from a subjective perspective, 
reflecting a process of self-identification where individuals define themselves and others via ethnic 
labels (Phinney 1990; 2003). Ogden et al. (2004) further argued that the assumption of subjective 
ethnicity (i.e. ethnic identity) better reflects the internal beliefs of individuals stemming from their 
perceptions of cultural reality. This is where ethnic identity is defined as a part of one’s self-
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concept which is based on their knowledge of membership of the social group (or groups) together 
with emotional significance and value attached to that membership (Mana, Orr & Mana 2009). 
Thus, ethnic identity incorporates various individual aspects including self-identification (Phinney 
1990), feelings of belongingness and commitment to a group (Tzuriel & Klein 1977), a sense of 
shared values (White & Burke 1987), and attitudes toward one’s own ethnic group (Teske Jr & 
Nelson 1973).  
Comparative studies of ethnicity, ethnic identity and acculturation in relation to migrant 
consumption is relatively new within the marketing literature (Ogden, Ogden & Schau 2004), 
including debate on the extent that changes in ethnic identity are related to those that occur in the 
process of acculturation. For example, scholars such as Bhatia and Ram (2001) and Ogden et al. 
(2004) indicated that acculturation and migrants’ ethnic identity influence and shape each other. 
In contrast, Phinney (2003) argued that ethnic identity is not a fixed categorisation but rather a 
fluid and dynamic understanding of self and ethnic background, which is subject to change along 
various dimensions that include: over time or across generations in a new culture; in different 
contexts; and with age or development. Within such changes, those occurring over time in the host 
culture are most often deemed as those related to acculturation (Phinney 2003). Thus, acculturation 
is inextricably intertwined with a migrant’s identity, where changes that occur as a result of 
acculturation are viewed as adaptations in one’s cultural identity (Schwartz, Montgomery & 
Briones 2006).  
To better organise the concepts, this thesis has adopted the view of Phinney (2003) and other 
scholars such as Olmedo (1979) and Jun, Ham and Park (2014) who considered acculturation to 
be a broader construct, covering a wider range of behaviours, attitudes and values that change 
between individuals in contact. In this context, ethnic identity is a salient part of acculturation that 
focuses on the subjective sense of belonging to a group or culture (Phinney 1990), often defined 
as “the extent to which individuals affiliate with their original culture and adhere to its traditional 
values” (Olmedo 1979, p. 1069). It has also been referred to as ‘home culture orientation’, 
recognising that this relationship is important for understanding the role of acculturative change in 
migrants’ lives because each component (i.e. home and host culture orientations) may affect 
outcomes in different ways (Phinney & Flores 2002). 
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2.3.2.4 Outcomes of acculturation  
Understanding the migrant consumers adaptation process provides insights into the strategies they 
and host cultures use to navigate life together including interactions as consumers. Gilly (1995) 
noted two aspects of these cross-cultural consumers’ experiences that are of particular interest to 
consumer researchers. The first is acculturation by migrant consumers, which is important not only 
because of “what is learnt about the other, but also because of what it reveals about ourselves” 
(Gilly 1995, p. 505). That is, societies often do not realise the underlying assumptions of consumer 
behaviour until it has changed; thus, by examining the adaptation of consumers new to a country, 
insights can be obtained into broader consumer behaviours. Thus, research on consumer 
acculturation can help identify the underlying assumptions in consumer behaviour that may have 
been overlooked. The second is new product adaptation and familiarity, which can have a different 
meaning for migrants in a new environment (Gilly 1995). Thus, consumer acculturation can enrich 
the understanding of consumer learning processes; it can be considered a special case of consumer 
learning, where an individual from one culture learns to consume in another. Understanding this 
more specific learning process helps to reveal how consumers learn in general. 
Acculturation can occur when some elements of the host culture are added without abandoning the 
home culture values (Mehta & Belk 1991; Wallendorf & Reilly 1983; Webster 1994), as further 
discussed in Sub-section 2.3.3. In line with this, Organista, Chun and Marín (2010) suggested that 
acculturation is “a dynamic and multi-dimensional process of adaptation that occurs when distinct 
cultures come into sustained contact. Acculturation is dynamic because it is a continuous and 
fluctuating process and it is multidimensional because it transpires across numerous indicators of 
psychological functioning and can result in multiple adaptation outcomes” (p. 105). Schwartz 
(2010), Jamal (2003), Rudmin (2003) and Jamal and Chapman (2000) further asserted that 
acculturation is multi-dimensional not only with respect to the components that are assumed to 
change, but also in terms of the independence of home culture and host culture orientations. That 
is, the acquisition of new cultural traits and the loss of traditional cultural traits may vary across 
contexts, meaning that individuals can exhibit one acculturation pattern for certain situations, 
while exhibiting another for others (Schwartz et al. 2010). Jamal and Chapman (2000) added that 
a group of people that maintain their home culture and avoid interaction with the host culture at 
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one moment of their life could then abandon their home culture and adopt the new host culture’s 
identity in another. Further discussion on the acculturation modes is presented in Sub-section 2.3.3. 
Numerous scholars (e.g. Askegaard, Arnould & Kjeldgaard 2005; Mendoza 1989; Oswald 1999; 
Penaloza 1994) have agreed that a migrant’s level of ethnic identity is often situationally-
determined or context-dependent. In line with this, Schwartz et al. (2010) proposed biculturalism, 
which can relate to practices, values and/or identifications in different situations. An example of 
this is a Latin-American migrant in the USA that is fluent in English and Spanish, that endorses 
individualistic values in some contexts (e.g. at work) and collectivistic in others (e.g. at home), 
and that identifies both with the USA and their home country. Migrants can value both the host 
and home culture at varying levels (e.g. Holland & Gentry 1999; Oswald 1999; Zolfagharian 
2010). This thesis has subsequently perceived acculturation (i.e. home culture identification or 
ethnic identity, and host culture identification) as elastic rather than fixed; that is, migrant 
consumers may use different combinations of cultures and/or modify their identities to adapt to 
various contexts.  
 Acculturation process mechanism 
In a framework outlining the various ways that individuals and groups can acculturate, Berry 
(1997) identified two issues. One is the degree they wish to maintain their home country cultures 
and identities, and the other is how much they want to have contact with those outside their group. 
Such preferences can enable individuals to develop orientations to both home and host cultures, 
and can more effectively capture both the realities and challenges that are built into the process of 
cultural change. 
The existing literature offers two major formulations of the acculturation process, depending on 
the underlying assumptions: Gordon's uni-dimensional model (1964/78) and Berry's bi-
dimensional model (1990). It has been suggested that the basic difference between the two models 
is how the authors have explained the dynamic balance between the home culture (i.e. where 
migrants are from/born) and the host culture (i.e. the country they immigrated to) (Flannery, Reise 
& Yu 2001; Ryder, Alden & Paulhus 2000).  
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2.3.3.1 Uni-dimensional acculturation 
In the uni-dimensional (also known as uni-linear) model of acculturation, individuals are placed 
on a continuum of identities ranging from exclusively home culture to exclusively host culture 
(Ryder, Alden & Paulhus 2000). The underlying assumption is that “strengthening of one requires 
a weakening of the other; that is, a strong ethnic identity is not possible among those who become 
involved in the mainstream society, and acculturation is inevitably accompanied by a weakening 
of ethnic identity” (Maldonado & Tansuhaj 1999, p. 501). Thus, as individuals move along the 
acculturation continuum toward the dominant host culture, they lose aspects of their original home 
culture (Cabassa 2003).  
This uni-dimensional model posits that the only outcome of acculturation is assimilation; that is, 
there is a melting or blending of migrants into the host society that leads to them abandoning their 
traditional culture (e.g. Gordon 1978; Szapocznik et al. 1978). Gordon’s Model of Assimilation 
(Gordon 1978) proposes stages that a migrating person goes through while assimilating to the host 
culture: 1) cultural assimilation; 2) structural assimilation; 3) marital assimilation; 4) identification 
assimilation; 5) attitude reception assimilation; 6) behavioural assimilation; and 7) civic 
assimilation. Throughout each stage, the migrant’s level of assimilation increases into the host 
society via linguistic, social, economic, legislative and other external aspects.  
Despite such detailed theories, the uni-dimensional model has been found to be inadequate at 
representing acculturation reality in more contemporary multicultural and pluralistic host societies, 
where the adoption of cultural traits does not necessarily require a loss of the original culture traits 
(Laroche et al. 1998a). For example, when investigating food consumption patterns of Mexican-
Americans, Wallendorf and Reilly (1983) found little support for the uni-dimensional 
acculturation model, in that consumption of certain foods by the migrants exceeded that of both 
home country Mexicans and Anglo Americans. Other studies by Laroche and colleagues (Laroche, 
Chung Koo & Clarke 1997; Laroche et al. 1996; 1998a) across numerous cultures and consumption 
contexts also found limited evidence of the linear assimilation concept; instead uncovering 
complex home and host culture effects on consumer behaviour. The uni-dimensional model can 
also present measurement problems because the home and host cultures are often viewed as 
interdependent rather than orthogonal dimensions (Cuellar, Arnold & Maldonado 1995). As such, 
44 
 
its measurements can fail to capture how individuals interact with both cultural domains 
simultaneously as they go through the acculturation process (Cabassa 2003).  
2.3.3.2 Bi-dimensional acculturation 
As cultural pluralism has become more common, more researchers have investigated a more 
layered acculturation process where migrant groups can learn and adapt to the host culture while 
simultaneously preserving aspects of their home culture (i.e. ethnic identity). At the individual 
level, Craig and Douglas (2006) defined it as the phenomenon where individuals exhibit multiple 
culture elements, based on their transition between and/or exposure to different cultures. The bi-
dimensional model is where individuals identify with more than one culture, recognising that they 
may alternate between two (Nguyen, Messé & Stollak 1999). In this context, acculturation is most 
relevant when viewing the home and host cultures as independent of one another (Berry 1997), 
leading to two main attitudinal dimensions: 1) the degree that individuals wish to maintain their 
original culture (i.e. home culture orientation); and 2) the degree that individuals seek involvement 
in their host society (i.e. host culture orientation) (Berry 1997; Cuellar, Arnold & Maldonado 1995; 
Sam & Berry 2010). In the uni-dimensional model, personal changes occur on the two independent 
axes to varying degrees. Berry (1997) proposed four main modes in the acculturation space: 1) 
high host/low home (assimilation); 2) low host/high home (separation); 3) high host/high home 
(integration); and 4) low host/low home (marginalisation) (see Table 2-4 below).  
Table 2-4: Bi-dimensional model of acculturation (Berry 1997) 
Host 
Home 
 High Low 
High Integration Assimilation 






In this bi-dimensional model, ‘assimilation’ is the process where the migrant maintains a low level 
of their traditional customs and immerses themselves in the culture of the host country (i.e. high 
host culture orientation). In contrast, when the migrant seeks to maintain their home culture and 
avoids adopting host culture values/traditions (i.e. low host culture orientation), they are in a 
‘separation’ mode. The ‘integration’ mode is when the migrant maintains their traditional culture 
and also interacts with the host culture (i.e. they have high levels of home and host culture 
orientation). The opposite mode, ‘marginalisation’, involves a migrant exhibiting a low level of 
both home and host culture orientation. 
While Berry’s bi-dimensional model emphasises the individual’s active choices in their cultural 
orientations, it then has to be assumed that they will completely fall into one of the four modes 
across the social activity domains. Thus, the model fails to allow for potential variations in 
orientation across domains or within specific situations (Askegaard, Arnould & Kjeldgaard 2005). 
An individual may adopt only some aspects of the main host culture, while also rejecting some of 
their original culture; for example, they may choose integration orientations in their social life, but 
separation orientations in their home/private life (Arends-Tóth & Van De Vijver 2003).  
In summary, the uni-dimensional model assumes that the goal of acculturation is to be fully 
integrated into the host culture, where migrants fully give up home culture values and behaviours. 
This model has therefore been determined by some as offering an incomplete and potentially 
misleading rendering of the acculturation process (Cabassa 2003). In contrast, the bi-dimensional 
view enables migrants to adopt aspects of the host culture to varying degrees while simultaneously 
maintaining various aspects of their home culture. Some researchers have consequently argued 
that the bi-dimensional model provides a better fit with the reality of acculturation (Cabassa 2003; 
Cleveland et al. 2009); that is, each dimension independently affects outcomes, including 
consumption, in different ways (Phinney & Flores 2002).  
Consumer acculturation model 
During the acculturation process, the migrant consumer may encounter products or services that 
were not available in their original country; thus, previously-acquired consumption-related 
knowledge or skills may no longer apply. They may also find it hard to choose from an array of 
different brands and products they do not have experience with. The migrant consumer probably 
needs to become accustomed to host country opportunities to be an experienced consumer. It is 
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important to appreciate the complexity in understanding the consumption processes and influences 
experienced by many migrants in their host society.  
In light of such complexities, Penaloza (1989; 1994) developed a conceptual model of migrant 
consumer acculturation in the USA based on Berry’s bi-dimensional model (see Figure 2-1).  
Figure 2-1: Consumer acculturation model (Penaloza 1994, p. 36)  
 
According to Penaloza (1994), such acculturation is characterised by a number of ‘stages’ that link 
both the home and host culture encountered by migrant consumers. Initially, individual differences 
(e.g. demographics, language, recency of arrival, ethnic identity, and environmental factors) 
highlight the diversity of migrants and their journey to the host country. Such differences can also 
impact on the migrant’s choice of acculturation agents, such as family, friends, media and/or 
institutions from either the home or host culture, which affects the acculturation process and 
practices. The socioeconomic structure and acculturation conditions can also constrain the 
acculturation process. For example, migrants may first attempt to copy consumption patterns of 
host culture consumers, before resorting to familiar products from their home country. After a 
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period, increasing consumer confidence and knowledge of host consumption behaviours among 
migrants could mean that they alter their new consumer culture surroundings. Lastly, there are 
consumer acculturation outcomes where migrant consumers fall into one of possibly strategies of 
culture assimilation, maintenance, resistance and segregation.  
 Impact of acculturation on migrant consumption 
Consumer behaviour focuses on how they decide ‘what’, ‘why’, ‘when’, ‘where’ and ‘how’ to 
buy/consume, as well how frequently they use products, how they evaluate purchased products, 
the impact of such evaluations on future purchases, and how they dispose of used products 
(Schiffman 2008). Paterson (2006) explained that the choice of a particular product is a mechanism 
for expressing identities and often reflects a transformation of identity within a new society. The 
ability to choose from a range of products is founded on distinction; that is, what stands out as 
unique within a product. By choosing a certain product over others, consumers are exercising their 
judgement of taste, articulating their sense of class, background and cultural identity (Paterson 
2006). Such judgement is often derived from their family background and the way they have 
socialised. 
Consumption has been viewed as an independent social phenomenon, a process of understanding 
wider life strategies (Friedman 2005). When considering the consumer acculturation journey, it 
would be negligent to overlook the reasons why migrants are seeking consumption goals. Much 
of the literature on consumption and consumer acculturation therefore considers the various 
paradoxes that face migrants within their new society. For example, Schwartz, Montgomery and 
Briones (2006) recommended that the following be factored in when examining migrant 
consumption because it can be: 1) created by the exposure to the consumer world; 2) a source of 
identity, through individual consumption and accumulation/collection; 3) a point of differentiation 
between cultures; 4) a way of easing social engagement; and 5) a point of conflict for 
individualistic vs. collectivists values. Migrant consumption choices indicate the in-group they 
have chosen to belong to, which assists in acceptance within or exacerbates exclusion from the 
culture (Schwartz, Montgomery & Briones 2006). Thus, from the acculturating consumer’s 
perspective, consumption is often a route for ‘fitting into’ their new host culture.  
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It has been recognised that consumption can act as a form of socialisation and/or status 
categorisation, a means of signalling group affiliation (Friedman 2005). In Oswald’s (1999) study 
of the impact of consumption on identity for middle-class Haitian-Americans, she observed that 
these consumers “[...] borrow or buy the cultural trappings of other groups in order to form an 
identity” (p. 303). These findings suggest that ethnicity can be interchangeable based on market 
choices, and that many migrants negotiate cultural differences by switching cultural codes via 
consumption. Oswald (1999) subsequently contended that migrant consumers “swap cultures by 
swapping goods” (p. 310), rather than mixing them. 
In contrast to this model, in Askegaard, Arnould and Kjeldgaard’s (2005) study of Greenlandic 
migrants in Denmark, the generalisability of culture-swapping methods was considered. These 
authors identified within the process of acculturation three competitive yet productive cultural 
forces (host, home and global consumer) that often influence the construction and negotiation of 
new ethnic identities. This led to their development of four specific ethnic identity positions: 1) 
hyper culture; 2) assimilation; 3) integration; and 4) pendulum. Despite such clear definitions, 
these authors rejected the ‘swapping’ of clear-cut ethnic identities, instead suggesting that Berry’s 
bi-dimensional model presupposes fixed identity positions. They argued that these are a continuum 
and that the construction of the hybrid identities is a much more complex process with profound 
existential implications for migrant consumers. However, similar to Oswald (1999), Askegaard et 
al. (2005) suggested that migrant consumers use products to negotiate differences between the 
cultures and to construct their own unique identity: “migrant consumers use products and 
consumption practices to negotiate differences between cultures while forging contingent 
identities derived from the differences” (p. 169). 
There have been extensive studies examining the impact of acculturation on marketing (e.g. Burton 
2000; Lerman, Maldonado & Luna 2009; Steenkamp 2001), with the findings indicating 
significant differences between consumption patterns of migrant consumers and their mainstream 
counterparts (i.e. host country consumers). Some scholars have suggested that acculturation acts 
as a moderating effect on attitudes towards advertising (Deshpande, Hoyer & Donthu 1986; 
Palumbo & Teich 2004), as well as on the comparative persuasion of TV commercials in different 
languages (Makgosa 2012). Acculturation also appears to moderate a variety of subcultural 
influences on behaviour, including spousal or family roles in consumer decision-making (Ganesh 
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1997; Webster 1994), weights given to attributes within the choice process (Xu et al. 2004), coupon 
usage (Donthu & Cherian 1992), brand loyalty (Podoshen 2006), purchase of prestige products 
(Deshpande, Hoyer & Donthu 1986), adoption of high-technology products (Slowikowski & 
Jarratt 1997), conspicuous consumption (Chen et al. 2005), information search for pre-purchase 
decision-making processes (Quester, Karunaratna & Chong 2001), price sensitivity (Suri & 
Manchanda 2001), and personal influences (Youn-Kyung & Kang 2001).  
There are also numerous examples in the literature of how consumption patterns vary based on 
migrants’ levels of home and host culture orientation. For example, Adekunle et al. (2011) found 
that among Afro-Caribbean descendants in Canada, the more integrated and assimilated an 
individual was into the new Canadian culture (i.e. host culture orientation), the less inclined they 
were to purchase home country foods and the more likely they were to consume foods that were 
not part of their home culture. A similar finding arose for Indian and Black-African migrant 
communities in the UK, where it was found that the higher acculturated groups (i.e. high host 
culture orientation) often adopted traditional UK consumption patterns, while those with lower 
acculturation levels (i.e. low host culture orientation) maintained strong home-country-related 
consumption (Makgosa 2012). In another study by Xu et al. (2004), the effect of home culture 
orientation on a young Asian-American’s ethnic food and entertainment consumption was 
significant, with those with a stronger sense of ethnic identity (i.e. high home culture orientation) 
more likely to consume home country offerings. Furthermore, when Wang and Lo (2007) explored 
the grocery-shopping behaviour of suburban middle-class Chinese migrants in Toronto, Canada, 
they examined their preferences between Chinese and mainstream supermarket chains. These 
authors found that Chinese consumers with high home culture orientation were often willing to 
travel to more distant Chinese stores instead of shopping at the more conveniently located host 
country stores in their neighbourhoods.  
Such research findings reveal that changes in identification related to the two main acculturation 
dimensions (i.e. home and host culture orientation) can have a profound effect on the way product 
attributes and brands are evaluated or preferred among migrant consumers (Hadj Hmida, Ozcaglar-
Toulouse & Fosse-Gomez 2009). Recent waves of migration in developed countries have also 
increased the significance of acculturation for understanding consumer behaviour including 
market segmentation criteria within these multicultural societies (Parameswaran & Pisharodi 
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2002; Penaloza 1994; Pisharodi & Parameswaran 1994). These use of home orientation as a 
criterion for market segmentation has been supported by Lee, Fairhurst and Dillard (2002), who 
contended that “the evolving nature of ethnic identity of international consumers may pose an 
interesting question about the usefulness of observable ethnicity as a market segmentation basis in 
international consumer marketing” (p. 26). 
Adding to this, Ogden et al. (2004) suggested that purchasing decisions among migrant consumers 
is often dependent on two main variables: 1) degree of consumer acculturation; and 2) type of 
product they want to purchase. Ogden et al. (2004) highlighted an over-reliance on value-
expressive products (e.g. clothing, food) in acculturation research, arguing that this may seriously 
skew the understanding of consumer acculturation. They pointed out that product type instead 
plays a large role in affecting the behaviour of migrant consumers. Furthermore, according to 
Demangeot and Sankaran (2012), product involvement is an important antecedent that should be 
considered by researchers in relation to product choice strategy; that is, migrant consumers often 
use different strategies to interact with different cultures’ products, which can be based on chosen 
orientation (i.e., home and/or host orientation), personal traits and environmental cues.  
Within this thesis, product types (i.e. low- and high-involvement, as well as the cultural 
embeddedness of a good) were considered when selecting the products to examine, which are 
further discussed in Chapter 3.  
 Interaction of COO effects and acculturation 
While COO and acculturation appear to be distinct concepts, independent of each other, they often 
share the same conceptual domain because they both tap into the product’s COO issue and 
incorporate the affective dimension into consumer preference formation, where acculturation is a 
positive affective indicator (Dmitrovic & Vida 2010). This sub-section reviews the limited 
literature that has examined this interaction, and presents justification for the underlying theoretical 
foundations that potentially explain how COO effects on migrants are dependent on the groups 
they identify themselves with.  
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 Theoretical framework underlying the interaction  
Social Identity Theory (SIT) suggests that individuals think, feel and act like a member of a certain 
social group, organisation and/or institution; that such an identity is composed of two key 
components: personal and social identity (Schwartz, Montgomery & Briones 2006; Tajfel & 
Turner 2004). Personal identity relates to the goals, values and beliefs an individual adopts and 
holds onto, while social identity refers to the group that one identifies with, including its self-
identified ideals, mores, labels and conventions, and the extent that such identification leads to the 
favouring of an in-group while distancing from an ‘out-group’ (Tajfel & Turner 2004). Cultural 
identity is a special case of social identity, defined as an interface between the individual and their 
social identity, relating to a sense of solidarity with the ideas of a given cultural group and to the 
attitudes, beliefs and behaviours manifested toward one’s own (and other) cultural groups as a 
result of this solidarity (Schwartz, Montgomery & Briones 2006).  
According to SIT theory, an individual’s behaviour generally reflects the social structure they are 
involved in or want to be involved in (Padilla & Perez 2003); the need of belonging to secure an 
individual’s sense of wellbeing (Tajfel & Turner 2004). People often put themselves and others 
into categories, which helps them to associate (i.e. identify) with certain groups and not others 
(Sam & Berry 2010). In line with this, SIT proposes that people feel a desire and tendency to build 
a positive identity for themselves, which may be manifested via their identification with various 
groups (Tajfel & Turner 2004).  
Such a group has been conceptualised as “a collection of individuals who perceive themselves to 
be members of the same social category, share the same emotional involvement in this common 
definition of themselves, and achieve some degree of social consensus about the evaluation of their 
group and their membership in it” (Tajfel & Turner 2004, p. 283). Family, country, region, religion, 
ethnic group, occupation, locality and employer organization are examples of social categories that 
migrants may feel they belong to. Such groups help them define the features from the specific 
category, and they generally associate these with themselves (Herriot & Scott–Jackson 2002). 
These social groups have also been referred to as ‘referencing groups’, which are believed to 




In SIT, individuals subconsciously compare their in-groups (i.e. those they identify strongly with) 
and out-groups (i.e. those they do not identify with), which can influence the formation of their 
social identity. Furthermore, there is often a tendency to show favourable bias and see positive 
qualities in the social groups that migrants believe they most belong to, thereby enhancing their 
self-image (Tajfel & Turner 2004). Brewer (1991) established two core motivations for this 
phenomenon – to be unique and to belong – and contended that individuals could simultaneously 
be influenced by these two motivations.  
According to several scholars in the COO field (e.g. Lantz & Loeb 1996; Verlegh 2001, 2007), 
SIT provides useful insights on how a person’s norms and values might lead to ‘approaching 
behaviour’ towards one country and ‘avoidance behaviour’ towards another. It could therefore be 
assumed that an individual identifying with their home country favours the wellbeing of their in-
group, and is more reluctant to affiliate with the out-group (i.e. host country). Within the COO 
literature, SIT has most often been linked to COO in terms of national identity and ethnocentrism 
(Verlegh 2007). National identity is seen as part of an individual’s identity, and its products 
therefore serve as a symbol of national identity. In the context of consumer behaviour, several 
authors have proposed that when one aspect of consumer identity is threatened, they are often 
motivated to avoid products associated with an alternative identity. Various studies have also 
shown that when national identity is threatened from external interference, individuals prefer 
national over foreign products (Askegaard & Ger 1998; Verlegh 2007). For example, Verlegh 
(2001) highlighted how most Dutch consumers prefer home brand products (i.e. home country 
products) based on their national identification tendency. Kreppel and Holtbrügge (2012) similarly 
found that national identification significantly influences individual judgements of their own 
country versus other countries. Such in-group bias among consumers has been attributed to a 
common need to maintain a positive evaluation of the self and the social groups that one belongs 
to. That is, they seek to express their identity through consumption, and domestic products have 
important social and cultural connotations (Askegaard & Ger 1998). 
Furthermore, within the context of acculturation, SIT provides a framework for improving the 
understanding of acculturation outcomes. When migrants and their groups leave their home 
country and start to acculturate into a new society, they are often faced with questions like ‘Who 
am I? To which group do I belong?’ (Berry 1997). SIT posits that group identity is an important 
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part of self-concept, and that individuals generally attribute value to those they belong to, deriving 
self-esteem from their sense of belonging. In this context, SIT relates to how migrants define their 
identity based on their own ethnic group and the broader society in which they are acculturating 
(Sam & Berry 2010). For example, if a migrant perceives their former social identity as devalued, 
this could affect their acculturation based on their cultural competence. According to Padilla 
(2003), culture competency relates to learned ability to function within a certain culture, in 
alignment with its values, ideas, thoughts, beliefs, traditions and language. When a migrant 
captures complete cultural competence in the host country, they are regarded as a member of the 
host culture. Thus, as a core concept of social identity, culture competence plays an important role 
in a migrant’s acculturation process (Padilla & Perez 2003).  
 Interaction of COO effects and acculturation  
The Social identity theory (SIT)  in the preceding sub-section suggests a ‘preferential attachment’ 
by a consumer towards a country, which moderates their perception of the country’s image. This 
establishes the intersection between the seemingly distant areas of COO effects and acculturation. 
Migrant consumers’ attachment to their home culture may therefore lead to favourable evaluation 
of home products (Zolfagharian, Saldivar & Sun 2014). Thus, COO preferences for migrant 
consumers (i.e. home country goods) could be inconsistent with mainstream consumers who 
generally prefer products from the host or economically-developed countries (Wang & Lamb 
1983). Despite such indications, there has been limited focus on the interplay between COO and 
migrants’ acculturation across corresponding research. Some exceptions include the studies by 
Bannister and Saunder (1978a), Lichy and Pon (2013), Parameswaran and Pisharodi (1994; 2002), 
Zolfagharian (2010), Zolfagharian, Saldivar and Sun (2014), Zolfagharian, Saldivar and Braun 
(2017), and Cui et al. (2014).  
The initial work by Pisharodi and Parameswaran (1994) was the first that involved the 
acculturation concept with respect to a product’s COO. Stemming from the idea that a significant 
segmenting variable in COO studies is ethnicity, or national origin, they questioned whether “in a 
country like the United States with a history of migration … national origin/home culture 
moderates a person’s perceptions of foreign products?”; and “If it does, what is the impact of the 
length of domicile (in a country) on the person’s perceptions about foreign products?” (p. 110). 
These authors sought to understand the impact of consumer acculturation on the perception of 
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foreign products, and uncovered that mainstream consumers (i.e. US-born) favourably evaluated 
products (e.g. German cars) from a source country similar to their own, unlike migrant consumers 
(i.e. born elsewhere) who were more likely to poorly rate products from source countries similar 
to their original home country.  
In another study by Parameswaran and Pisharodi (2002), they investigated how purchase intention 
is impacted by the perceived similarity between the home country and the imported product’s 
COO. Here they identified that “a void exists in cross-cultural research with a near-absence of 
assimilation study involving COO images” (p. 259). The findings showed that country similarity 
and purchase intention are correlated, and that the degree of correlation is often influenced by the 
degree of consumer assimilation. This has been supported in another study by Lichy and Pon 
(2013), who explored the consumer behaviour of Anglo-Saxons living in South East France, with 
reference to COO effects when shopping for food products. Their findings highlighted how most 
of the Anglo-Saxon migrants preferred home country products compared to French substitutes, 
and subsequently supported local retailers (i.e. host country) selling food of Anglo-Saxon origin.  
In summary, a link between acculturation and COO effects appears to exist. It is anticipated that 
acculturation will moderate COO effects among migrant consumers, which may be different from 
those of mainstream consumers. In particular, attachment to the home culture and alignment 
towards the host culture are likely to alter assessment of products originated from home and/or 
host countries. 
 Research gaps identified from within the literature 
The discussion of literature review presented in previous subsections identifies that there is a lack 
of COO research in culturally diverse environments – especially in the migrant context (Cui et al 
2014). First, migrants may hold a different view from the mainstream consumers (Parameswaran 
& Pisharodi 2002). This may lead to ineffectiveness in selection of marketing strategies for 
businesses operating in these countries, and it may cause confusion for migrant consumers (Jun, 
Ham & Park 2014).  
Second, almost all of the existing COO research in a migrant context has been undertaken in 
Europe and the US (Wilcox 2015). Thus, the translation of those findings into the Australian 
population potentially may be limited due to the greater cultural diversity within Australia. 
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Additionally none of the previous COO research examined Asian cultures within one migrant 
context. This is analogous to the research looking at different Hispanic sub-groups within North 
America (e.g., Kara & Kara 1996). 
In particular, this thesis addressed three specific research gaps in the previous research: 
• There is a lack of understanding on whether migrant consumers prefer products from the 
host as compared to products from the home countries. This is particular important in 
Australia where many migrants are from less economically advanced countries. The 
common understanding in the COO literature is that products from more economically 
advanced countries (e.g., the host in many cases) are perceived to be of higher quality than 
products from less advanced countries (e.g., the home in many cases). However, this 
understanding may be inaccurate for migrants from less economically advanced countries 
due to their cultural attachment to the home. 
• Within the COO literature there is a limited understanding on the impact of COO regarding 
culturally similar countries to migrants home and to host countries and the impact of this 
on their preferences. The impact of country similarities has been identified in COO 
literature, but only for mainstream consumers (see Section 2.2.5). 
• There is a lack of research on the interaction between COO effects and acculturation, in 
particular, how acculturation moderates the COO effects. Previous work on this 
intersection has generally only considered the one-dimensional view of acculturation (the 
degree of assimilation into the host country). However, has been identified in Section 2.3, 
acculturation should be examined as a two-dimensional measure, where the orientation 
towards home and orientation towards host are independent dimensions. Thus, the 
moderation of the two acculturation dimensions on COO effects would allow not only for 
a more comprehensive understanding of the impact of acculturation on COO (i.e., allowing 
for assessments of three-way interactions).  
 Summary of discussion 
This chapter has examined the literature in relation to consumer responses to a product’s COO, 
including its effects on consumer perception and choice behaviour, and its ultimate implications 
for marketing theory and practice. The chronology of the developments in this field demonstrates 
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a sustained interest in such COO cues. In addition to research that has focused on the effects of a 
product’s COO as a quality cue (i.e. evaluate information about product origin), new areas have 
surfaced where researchers have investigated the influence of COO effects on consumer choice 
behaviour from a different perspective; that is, the effects of COO cues as a reflection of consumer 
philosophies.  
Furthermore, as global migration increases and more products are imported from a range of 
countries, it is particularly important to understand migrants’ views of domestic versus imported 
goods. That is, the reality of culturally-diverse consumers requires marketers to acquire a better 
understanding of the dynamics of migration and its impact on the formation of consumer markets 
and consumption practices. This includes how acculturation moderates the COO effect, which is 
presently under-researched.  
This thesis has subsequently strived to investigate this line of research. Thus, the interaction 
between acculturation and COO effects will be discussed, conceptualised and measured in the 
following chapters. In next Chapter 3, the conceptual framework that was developed to identify 






 CONCEPTUAL FRAMEWORK 
 Introduction 
The literature review in Chapter 2 identified the focal theoretical concepts used within this thesis. 
These are COO, the effect of COO cues, and the role of home and host culture orientation, all of 
these factors influence migrant consumers’ product evaluations. This literature review has 
provided a theoretical foundation for developing the conceptual framework and hypotheses, which 
have been tested as discussed in this chapter.  
This next chapter is organised into eight sections. Section 3.2 describes the proposed conceptual 
model and introduces the relevant variables to be further examined. Sections 3.3 to 3.7 then discuss 
the effects of COO on migrant consumers’ product evaluations. These sections introduce 
hypotheses and expected relationships, which help to address the limitations of previous research. 
For example, this research has investigated the influence of both home and host orientations within 
migrant consumers’ decision-making process, which provides a more realistic and comprehensive 
picture of migrant consumption behaviours.  
In detail, Section 3.3 discusses the hypotheses relating to the effects of COO cues on migrant 
consumers’ product evaluations regardless of their home and host orientation (i.e. main effects of 
COO cues). Section 3.4 presents justification for the inclusion of the main effects of home and 
host orientation on migrant consumers’ assessment of two products, without factoring in these 
products’ COO. This is followed by a discussion on the moderating effects of home orientation on 
COO cues(Section 3.5), and the moderating effects of host orientation on COO cues (Section 3.6) 
(i.e. two-way interaction of home/host interaction and COO). Section 3.7 discusses the hypotheses 
linking the interaction of home and host orientation on COO cues (i.e. three-way interaction 
between home, host orientation and COO). Lastly, Section 3.8 summarises the chapter and outlines 
the key points of the methodology discussion covered in Chapter 4.  
 Theoretical framework 
Most consumers use both intrinsic and extrinsic cues to form product quality expectations and 
purchase intentions (Grunert 2006). If consumers cognitively use a product’s COO information to 
predict quality or gain confidence in their product evaluation, then this information is very 
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important. If this information is not provided, consumers may be less able to predict the product 
quality and/or may feel less confident in their ability to makes choices and may avoid purchasing 
certain products as a result.  
The literature review in Chapter 2 has supported the notion that product’s COO has a substantial 
effect on consumers’ product assessments. However, such assessments are deemed to be product-
specific (Henderson & Hoque 2010; Roth & Romeo 1992) and consumer-specific (Dmitrovic & 
Vida 2010). It has also been suggested that the influence of COO is subject to numerous culturally-
derived antecedents (Dmitrovic & Vida 2010; Yang, Ramsaran & Wibowo 2016), including 
consumer ethnocentrism (Zolfagharian, Saldivar & Sun 2014), sub-cultural differences (Laroche 
et al. 2003) and culturally-similar countries (Bruning & Saqib 2013). It has also been suggested 
that consumers’ level of acculturation can moderate the effect of COO on consumer evaluations 
(Cui, Fitzgerald & Donovan 2014; Pisharodi & Parameswaran 1994). Thus, it would appear that 
home and host culture orientation are key variables, independently and jointly influencing migrant 
consumption choices (Balabanis & Diamantopoulos 2004; Parameswaran & Pisharodi 2002; 
Zolfagharian & Sun 2010). This thesis has sought to better understand how these two acculturation 
dimensions – home and host orientations – interact with COO in influencing consumer evaluations. 




Figure 3-1: Proposed conceptual framework 
The framework in Figure 3-1 identifies possible relationships between independent variables (e.g. 
product’s COO), dependent variables (perceived quality, purchase intention), and moderating 
variables (home and host culture orientation). It addresses existing research gaps in the following 
ways: 
(i) It incorporates products from home and host countries to test whether the COO cues have 
impact on migrant consumers’ evaluation (measured by perceived quality and purchase 
intention) toward products from their home countries relative to those of their host country 
(i.e. response to the research question 1) 
(ii) It incorporates products from culturally-similar countries to the home and host, to test 
whether the COO cues have impact on migrant consumers’ evaluation toward products 
from their home and host countries relative to those of their home culturally-similar and 
host culturally-similar countries (i.e. response to research question 2). This helps to 
understand whether the effects of acculturation extend to views of culturally-similar home 
and host countries in migrants’ consumption behaviour. 
(iii) It positions home culture orientation as a moderating variable to investigate the extent that 
migrant consumers’ level of home culture orientation has an influence on their evaluation 
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of products from home, host, home culturally-similar and host culturally-similar countries 
(i.e. response to the research question 3). 
(iv) It positions host culture orientations as a moderating variable to investigate the extent that 
migrant consumers’ level of host culture orientation has an influence on their evaluation of 
products from home, host, home culturally-similar and host culturally-similar countries 
(i.e. response to the research question 3). 
(v) It enables testing of the interaction effects of COO cues, and both home and host orientation 
regarding migrant consumers’ evaluation for products from home, host, home culturally-
similar and host culturally-similar countries (i.e. response to the research question 3).  
The following sub-sections 3.2.1 to 3.2.4 provide justification of dependent variables, independent 
variables and moderating variables within the framework.  
 Product assessments in relation to COO 
The literature review identified various dependent variables that have been used to assess COO 
effects in other COO studies, including product attitude, perceived quality, consumer preference, 
perceived value and purchase intention. Perceived quality is the most common measures of COO 
effects (e.g., Chao 1998; Chryssochoidis, Krystallis & Perreas 2007; Elliott & Cameron 1994; 
Insch & McBride 2004; Liefeld 1993; Peterson & Jolibert 1995; Teas & Agarwal 2000; Thakor & 
Lavack 2003; Verlegh & Steenkamp 1999; Yeh, Chen & Sher 2010). The definition of perceived 
quality varies across the literature, with one of the most accepted being: “the consumer’s judgment 
about a product’s overall excellence or superiority” (Zeithaml 1988, p. 3). Zeithaml (1988) 
described perceived quality as: 1) different from objective or actual quality; 2) a higher-level 
abstraction than a specific attribute of a product; 3) a global assessment that may resemble an 
attitude; and 4) a judgement usually made within a consumer’s evoked set.  
Perceived quality may lead to consumer satisfaction, which is determined by perceived 
performance and expectations (Chaudhuri & Holbrook 2002). This thesis has therefore used 
perceived quality as a product assessment indicator in relation to COO effects. The definition of 
perceived quality has been adopted from Steenkamp (1990): “Perceived quality is regarded as an 
overall uni-dimensional evaluative judgement. It is a higher-level abstraction instead of a specific 
product attribute, based on the perception of the product on the quality attributes” (p. 312). 
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In addition to perceived quality, purchase intentions has also been extensively examined as an 
outcome variable in past COO studies (e.g., Hui & Zhou 2002; Parameswaran & Pisharodi 2002; 
Parkvithee & Miranda 2012; Wang 2004; Wong, Polonsky & Garma 2008; Yu-An, Ian & Chad 
2010). Purchase behaviour is an effective tool to predict buying process (Ghosh, Dasgupta & 
Ghosh 1990). That is, once the consumer decides to purchase the product in a certain store, they 
will be driven by their intention. According to Fishbein’s Theory of Reasoned Action (Fishbein & 
Ajzen 1975), consumer purchase intention serves as the mediator between attitude and actual 
purchase behaviour. Morinez et al. (2007) defined purchase intention as a situation where 
consumer tends to buy a certain product in certain conditions. For other researchers, purchase 
intention simply refers to “what we think we will buy” (Blackwell, Engel & Miniard 2001, p. 283). 
Thus, purchase intention has been used as an alternative measure to actual purchase behaviour, 
which is often harder to measure in research contexts.  
Despite such commonly-agreed definitions, the consumer purchase decision is often a complex 
process, which may be influenced by price, perceived quality and/or value perceptions (Zeithaml 
1988). That is, consumers may be affected by internal and/or external motivations during the 
buying process (Gogoi 2013). For example, their behaviour could be influenced by the 
physiological motivation that stimulates the response, which brings them to the store to fulfill their 
needs (Ok Kim & Jin 2001). They also might think that products with a low cost, simple packaging 
or that are not as well-known are a high risk, since the quality of these products is not trustworthy 
(Gogoi 2013).  
It would appear that perceived quality and purchase intention are both influenced by the COO cue, 
but in different ways (Magnusson & Westjohn 2011; Usunier 2006; Verlegh & Steenkamp 1999). 
The COO influence on purchase intention has been found to be weaker than for perceived quality 
(Hui & Zhou 2002; Verlegh & Steenkamp 1999). For example, Parameswaran and Pisharodi 
(2002) found no direct relationship between the product’s COO and consumer purchase intention, 
but that COO affects consumers’ product evaluations, which in turn affects purchase intentions. 
Furthermore, Peterson and Jolibert (1995) indicated that purchase intention involves greater 
personal commitment than perceptual evaluations, and therefore generally has more influence on 
antecedents like COO. These authors recommended that researchers investigate COO effects on 
these two common variables separately.  
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Base on the above discussion, this thesis has considered perceived quality of product and purchase 
intentions as two dependent variables, representing migrant consumers’ production evaluations 
based on COO cues. The literature review also uncovered that these two dependent variables are 
often influenced by: 1) the origin of the product, namely the product’s COO; and 2) the migrant’s 
level of home and host culture orientation, both individually and in combination. The components 
and measurement scales for these two variables are further discussed in Sub-section 4.7.2. 
 Home and host culture orientation and their interaction 
As discussed in Chapter 2 (Sub-section 2.3.3), the bi-dimensional acculturation model by Berry 
(1997) provides a better fit to the reality of acculturation, as it allows individuals to maintain 
varying degrees of their home and host culture orientations simultaneously. In this thesis, 
acculturation has been considered as a multi-dimensional construct consisting of two independent 
dimensions: home culture orientation (i.e. level of attachment to home country) and host culture 
orientation (i.e. level of adaptation to host country). These are both independently important 
variables that can jointly influence migrant consumption choices. Such distinction extends the 
literature on acculturation, which has often referred to as a single dimension of either home or host 
culture orientation (Balabanis & Diamantopoulos 2004; Parameswaran & Pisharodi 2002).  
To evaluate the effect of acculturation on COO assessments, this thesis first examined the degree 
that the level of home and/or host orientation positively or negatively moderates the COO effect. 
For example, where a migrant consumer has a strong attachment to their home culture (i.e. high 
home orientation), their evaluation of host country products could be negatively biased. This thesis 
also explored the impact of the interaction of these two orientations on the COO effect; that is, 
whether one can amplify or reduce the effect of the other. For example, in the context of Berry’s 
(1997) model, the integrationist (i.e. high home and high host orientation) and separationist (i.e. 
high home and low host orientation) are the two interactive modes of cultural identity. In statistical 
literature, the interaction strength is often said to be multiplicative, in contrast with the non-
interacting effect where impacts are additive (Aiken, West & Reno 1991). 
In combination and in the context of this thesis non-interacting and interacting effects will enhance 
understanding of the dynamics of home and host orientation in relation to migrant consumers’ 
product evaluations, which has been missing in COO research. The hypotheses formulated here to 
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explore such effects are presented in Sections 3.5, 3.6 and 3.7 respectively. The measurement 
scales used in this thesis to assess home and host culture orientation are further discussed in Sub-
section 4.7.2. 
 Product COO  
Consumer preferences towards products from specific countries are often influenced by cultural 
attachment. This thesis has therefore considered whether product COO relates to consumers’ home 
country or a foreign country. For migrants, their home country or homeland is where they were 
born and the country that they migrated from; the host country is where they now live, their adopted 
home. It is commonplace to study the effect of COO, particularly the home and host country when 
examining it in the migrant consumer context.  
The literature reviewed in Sub-section 2.2.5 indicates that product COO preferences often stem 
from the extent of cultural similarities between the consumer’s home and the foreign supplier 
(Laroche et al. 2003). It was therefore anticipated in this thesis that migrants would more positively 
assess products from countries that are similar to their home (or host) if they are favourably 
disposed to their home (or host). Thus, the positive or negative influence on other countries’ 
products is also affected by the consumer’s level of home and host orientation. Despite such 
indications, there appeared to be limited understanding of the role of culturally-similar countries 
in COO, for both mainstream and migrant consumers.  
Among those researchers that have considered it, Balabanis and Diamantopoulos (2004),  Bruning 
and Saqib (2013), and Watson and Wright (2000) contended that similarity in cultural fosters a 
more positive COO image. Although this has been refuted in Zhang’s study (1996), where the 
results suggest COO images influence Chinese consumers’ product evaluations independent of 
any cultural influences. This author found that despite the cultural dissimilarity of Japan and the 
USA from China, both enjoyed more positive COO images among Chinese consumers compared 
with culturally-similar South Korea. Zhang (1996) concluded that rather than cultural similarity 
positively influencing product choice, the status of the COO (e.g. developed economy) has made 
Japan and the USA more attractive to Chinese buyers.  
Such contrasts in the literature highlighted the scope for further research into the role of culturally-
similar COO on consumers’ product assessments. Thus, this thesis has further examined whether 
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the COO of countries culturally-similar to either the home and host country affects migrant 
consumers’ product evaluations. The inclusion of home, host, culturally-similar to home and 
culturally-similar to host country in this thesis’s conceptual framework has enabled a more 
systematic study of the role of home country bias and culturally-similar countries in relation to 
COO effects.  
Consumers’ home countries 
Most COO research has been carried out in the USA, Germany and Canada, with minimal studies 
conducted in Australia (see literature review by Usunier (2006) and recent study by Walley et al. 
(2014)). This is surprising given that Australia is one of the world's most multicultural countries 
with nearly half (49%) of its population either born overseas (first-generation Australian) or having 
one/both parents born overseas (second-generation Australian) (ABS 2017b). This thesis therefore 
answers the call by scholars such as Balabanis et al. (2001), Usunier (2006) and Walley et al. 
(2014) for broader COO research outside of the USA, Germany and Canada, to increase the 
generalisability of the available body of knowledge. It has been suggested that differences in 
values, market structures and consumption patterns across various countries may mean that, for 
example, results from the USA may not be generalisable for Australia (Usunier 2006). 
Furthermore, investigation of migrant consumers in Australia also contributes to the limited ethnic 
marketing research that exists within an Australian context (Chan & Ahmed 2006; Poon, 
Evangelista & Albaum 2010; Quester, Karunaratna & Chong 2001; Wilkinson & Cheng 1999). 
This thesis has examined two large migrant communities within Australia: the Chinese and the 
Vietnamese. The number of Chinese migrants in Australia has grown dramatically over the past 
two decades, reaching 526,000 in 2016 (ABS 2015), and Chinese-born Australians are the third 
largest group of first-generation Australians, contributing to 2.2% of the total population (ABS 
2017a). In 2016, Vietnamese migrants were recorded as the sixth largest Australian migrant group 
(from 10th in 1996), with 236,700 of them born in Vietnam (ABS 2015). These two groups now 
make up 3.2% of Australia’s total population (ABS 2015) and reflect moderately established 
communities within Australia (Le, Polonsky & Arambewela 2014). 
These two Australian migrant communities were also chosen because they share a common 
communist political background, running centralised economies with free-market elements. They 
also share a similar cultural background, with a strong emphasis on Confucian values (Nghia 2005) 
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and collectivist cultures – Vietnam (20), China (20) (Hofstede 2013). Yet while the Australian-
Vietnamese migrant community has been recognised as a highly organised one that maintains a 
strong sense of home culture identity (Ben-Mosche & Pyke 2012), Australia’s Chinese migrants 
have been known to convey diverse cultural identities (Ember, Ember & Skoggard 2004) that are 
only linked by local Chinese media (Ember, Ember & Skoggard 2004). These two migrant groups 
also differ in relation to some of their customs as well as language and motivations for migrating 
to Australia, which may mean different consumer-related behaviours (Williams 1991). For 
example, while it may not be effective using Western advertising techniques for Vietnamese 
migrants (Slowikowski & Jarratt 1997), Chinese migrants believe that mainstream advertisements 
and other media tools such as TV, radio and newspapers are main information sources (Quester & 
Chong 2001).  
Within the COO literature, other researchers have also explored Chinese consumers, but the focus 
has mainly been on those residing in China (e.g. Cui et al. 2014; Wong, Polonsky & Garma 2008). 
Minimal research has examined Chinese migrant consumers, who may differ in their foreign 
product assessments and preferences due to their different experience and level of cultural 
attachment. Such studies include Cui et al.’s (2014), where Chinese migrants were only one sub-
sample, along with Chinese and US natives, as well as US migrants living in China. There is even 
less COO research on Vietnamese consumers, either living in Vietnam or overseas.  
The fact that these two migrant communities are among the top six within Australia, and are 
appealing consumer markets for many businesses as discussed in Chapter 1, means it is important 
to have a better understanding of their consumption preferences in their host country of Australia. 
This thesis therefore had a strong justification to focus on these two Asian migrant consumer 
groups’ COO preferences, where the influence of home and host culture orientations was 
integrated. Here, Vietnam and China are the home countries in two separate studies, and Australia 
is the host country, while the selection culturally-similar countries to the migrants’ home and host 
countries is further discussed in Section 4.4.   
 Product category and COO cue assessments 
As reviewed in Chapter 2, COO effects have been investigated across various product facets 
including general, specific, brands and types (e.g.Parkvithee & Miranda 2012; 1992). It has been 
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suggested that the strength of association between COO and product assessment varies 
considerably between products (Liefeld 1993) and based on consumers’ level of purchase 
involvement. This thesis’s review of the impact of product involvement on COO effects, as 
discussed in Sub-section 2.2.3, indicates less consensus in relation to low-involvement products 
that generally involve lower amounts of search, risk and financial effort (Swinyard 1993).  
While some studies have suggested that COO has little or no effect on consumer evaluation of 
low-involvement products (Ahmed et al. 2004; Henderson & Hoque 2010), others have argued 
that it is an important variable (Ozretic-Dosen, Skare & Krupka 2007; Phau & Suntornnond 2006). 
It has also been suggested that consumers would be more likely to use COO information in low-
involvement product evaluations if it was readily available (Papadopoulos 1993). Furthermore, 
when made-in labels are presented with other extrinsic cues such as brand name and price, COO 
effects have been deemed as weak or insignificant in explaining consumers’ perceived quality or 
purchase intentions (e.g. Ahmed et al. 2004). For example, Phau and Suntornnond (2006) found 
that a consumer’s direct experience with a brand is likely to enhance the use of brand name as a 
choice criterion, which will diminish the effects of COO cues. Although in contrast, Teas and 
Agarwal (2000) uncovered that COO can directly affect consumer perceptions of a product’s 
quality alongside the brand name and price, with price the strongest influence followed by 
similarly impactful brand name and COO. Furthermore, it has been suggested that where products 
are undifferentiated by price, COO becomes a more important variable (Lantz & Loeb 1996). 
Given that most everyday purchases relate to low-involvement products, it is important for 
businesses to have a greater understanding of the role of COO labels in such consumer decision-
making. Variations in the COO effect on low-involvement products in the literature has 
implications for the selection of products to study within this thesis, with brand name and price of 
products are controlled for, to limit any effects these factors might have.  
In the context of migrant consumers living in a multicultural country, cultural aspects of a product 
could be a primary factor that shapes their consumption behaviour (Laroche et al. 2005b). This is 
because migrants have been exposed to at least two cultures, including their home and their host. 
The attachment to each culture might inadvertently influence the assessment of products identified 
with each one. This observation is supported in the literature of international marketing, where 
products could also be viewed as either culturally-bound or culturally-neutral (Hermeking 2005; 
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Meffert & Bolz 1994). Culturally-bound products are closely related to cultural preferences and 
reflect a certain national lifestyle, while most culturally-neutral products are distributed worldwide 
without changing their nature and character (Meffert & Bolz 1994). Usunier and Lee (2009) stated 
that “culture bonds are strong for a product or service when there is much investment of 
consumers’ cultural and national background and identity in consumption” (p. 150). This suggests 
that everyday consumption products like food may be highly culturally-bound, as different cultures 
have different food consumption patterns.  
For migrants, food is more than just a product they consume every day, because it serves as a mean 
for migrant consumers to adapt to the host culture (Oswald 1999) and/or maintain links with their 
home country identity (Penaloza & Gilly 1999). Thus, migrant consumers’ choice of culturally-
bound products may be affected by their attachment to their home and/or host culture. Some 
research has shown that migrant consumers that identify highly with their home culture evaluate 
home country products more favourably than competing host country products (Elliott & Cameron 
1994; Papadopoulos, Heslop & Bamossy 1989; Shimp & Sharma 1987). Thus, it is important to 
differentiate culturally-bound and culturally-neutral products when investigating migrants’ 
consumption preferences, to obtain a nuanced understanding of COO preferences in the migrant 
context.  
In this thesis, two low-involvement product categories – one culturally-bound and the other 
culturally-neutral – were examined, to broaden the likelihood that the findings (if any) could be 
generalised across multiple types of low-involvement products. Hypotheses were formed to test 
the preferences of the two migrant groups that were studied, with each assessing both products in 
a random order. See Section 4.3 for further discussion on the specific products selected to represent 
culturally-bound and culturally-neutral. 
 Summary 
This thesis has been designed to ensure the generalisability of its findings, also known as ‘external 
validity’ in the classic validity framework of Cook and Campbell (2002). Such generalisation is 
an act of reasoning where broad conclusions are drawn from particular instances; that is, making 
an inference about the unobserved based on the observed (Polit & Beck 2010). It is generally 
considered a primary criterion for evaluating the quality of a study (Kerlinger 1986), as 
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generalisability enables transferability of findings from one context to another (Berthon et al. 
2002). In the context of this research, the generalisability of the findings can be described along 
the following dimensions: 
- Host: European (developed economy, individualistic culture). 
- Migrant groups: East Asian countries (developing economy, collectivistic culture). 
- Product categories: Low-involvement, culturally-bound and culturally-neutral. 
- COOs: Products from host, home, host culturally-similar and home culturally-similar. 
By investigating multiple migrant groups, products and COOs in this thesis, the findings are more 
likely to be generalisable, particularly if these are consistent between multiple groups. Within the 
East Asian migrant dimension, this thesis has examined two migrant groups: Vietnamese and 
Chinese. While these two migrant groups share a culturally-similar background with a strong 
emphasis on Confucian and collectivistic values (Hofstede 2013; Nghia 2005), they have different 
customs, languages and motivations for migrating to Australia, which may result in differences in 
their consumer-related behaviours (Williams 1991). For product COOs from the host country (or 
home), this thesis has also aimed for conclusions that can be transferred to COOs of countries that 
are culturally-similar. Lastly, the inclusion of two low-involvement goods, where one is culturally-
bound (soy sauce) and the other is culturally-neutral (socks), would suggest the likelihood of 
generalisation across different low-involvement product types (Yang, Ramsaran & Wibowo 2016).  
In summary, this thesis’s conceptual framework provides the basis for the development and 
exploration of the proposed hypothetical relationships. Testing these relationships among the 
different migrant groups, products and COOs has enabled an assessment of the generalisability of 
this thesis’s findings. The following sections explore these relationships and hypotheses in more 
detail.   
 Effects of COO on migrant consumer product assessments 
The role that COO plays in consumer decision-making process can be difficult for consumers to 
explain, as well as complicated for researchers to measure (Luomala 2007). This is because 
unconscious processes are often intertwined with conscious (strategic) one when COO information 
is presented to consumers (Shiv & Fedorikhin 1999). Yet most scholars have categorised the 
impact of COO on consumers’ product evaluations as either cognitive, affective or normative 
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(Shimp & Sharma 1987; Verlegh & Steenkamp 1999). The cognitive aspects of a product’s COO 
effects are mostly associated with the value/price, quality and design based on a specific 
geographic location. For example, consumers may assume that food products originating from 
their own country are of higher quality or safety (Umberger 2010). The affective aspects of a 
product’s COO effects relate to the emotions or feelings that consumers associate with a specific 
geographical place or origin. For example, consumers often associate food products with symbolic 
(e.g. status, authentic, exotic) or cultural (e.g. tradition) traits from certain geographical locations 
(Umberger 2010). For example, in the context of this thesis, an Australian consumer that migrated 
from Vietnam may have a strong positive association with fish sauce from their home country. 
Lastly, a consumer’s personal beliefs and social norms often explain the normative effects of a 
product’s COO on their consumption preferences.  
The literature review in Chapter 2 has provided a rationale on why consumers from different 
cultures are affected differently by COO information. Consumers often form “generalised images 
of specific countries from rational evaluations, prior experiences, knowledge and other possibly 
emotional responses” (Iyer & Kalita 1997, p. 22). Despite such clear indications of the effect of 
cultures, most former COO studies have only focused on mainstream consumers (i.e. majority of 
the population) (Parameswaran & Pisharodi 2002). Although it has been suggested by some that 
the underlying reason for preferring a product from one country is often different for migrant 
consumers that live in the same host country as mainstream consumers (Jamal 2003; Khairullah & 
Khairullah 1999; Laroche, Kim & Tomiuk 1998; Makgosa 2012; Quester & Chong 2001). The 
migrant consumer may perceive multiple places as ‘home’; that is, the country they left is their 
homeland, while the country they now live in is their adopted home (i.e. the host country). Thus, 
mainstream consumers’ reasons for preferring products from the home country based on COO 
effects does not necessarily apply to migrant consumers that have more than one home country 
(Wang & Lamb 1983). Hence, it is important to study the preferences of home and host products 
from a different perspective in the case of migrant consumers.  
In many instances, physical migration is a move away from less desirable life conditions (e.g. 
developing economy, political turbulence, natural disaster) in pursuit of more desirable conditions 
(e.g. developed economy) (Ahuvia & Wong 1998; Kizgin 2011; Schwartz, Montgomery & Briones 
2006; Song & Shin 2004; Swinyard, Kau & Phua 2001). Many first-generation Vietnamese and 
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Chinese consumers used their wealth to migrate to Australia for better opportunities for themselves 
and their families ((DIBP) 2011a, 2011b). It has been suggested that such individuals with cross-
cultural exposure (Pires, Stanton & Ostenfeld 2006; Wang & Mallinckrodt 2006) are less biased 
towards products from foreign countries including their new host country (Sharma, Shimp & Shin 
1995). In particular, they often have more positive perceptions of their host country’s capabilities, 
and/or are more aware and receptive to its products, practices and ideas (Douglas & Nijssen 2003; 
Paswan & Sharma 2004; Wong, Polonsky & Garma 2005), especially when they have moved there 
for better life standards and job opportunities (Kizgin 2011).  
Some migrant consumes may even assess products made in the host country to be of higher quality 
and therefore possess higher purchase intentions than for products made in other countries which 
may include their home country and its culturally-similar countries (Laroche et al. 2003). Thus, 
the following hypothesis was proposed in this thesis, to test how migrant consumers respond to 
products from their home, home culturally-similar and host countries: 
H1a: Migrant consumers will have a more positive assessment of products made in host country 
than products made in their home and home culturally-similar countries. 
Furthermore, it is commonly determined that when migrant consumers make assessments of 
foreign products, they prefer those from countries with similar social and cultural values to 
themselves (Bruning & Saqib 2013; Laroche et al. 2003; Watson & Wright 2000). It was therefore 
hypothesised in this thesis, as an extension of Hypothesis H1a, that migrant consumers have a 
stronger preference for goods from foreign countries that are more culturally-similar to their host 
rather than their home country: 
H1b: Migrant consumers will have a more positive assessment of products made in host culturally-
similar countries than products made in their home and home culturally-similar countries.   
 Effects of home and host orientations on migrant consumer product 
assessments 
Without considering the psychological factors, it is difficult to understand how home and host 
orientation influence consumers’ attitudes towards products, irrespective of COO. It could 
therefore be posited that there is no difference in product evaluations based on high and low home 
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culture orientation. Within this thesis, no direct hypotheses have been proposed to assess this, and 
it is inappropriate to test the null hypotheses that there are no differences. 
There is also a lack of evidence suggesting any difference in product assessments between a 
migrant consumers with a low host orientation (e.g. does not engage in the host society) and those 
with a high host orientation (e.g. assimilated into the host society). Hence, this thesis has also not 
considered any hypotheses in relation to differences between levels of host country orientation 
among migrant consumers, and it is inappropriate to test the null hypotheses that there are no 
differences.  
This line of discussion can be extended to consideration of the interactions between home and host 
orientations in the absence of further factors relating to migrant consumers’ product assessments. 
More specifically, the differences between the four acculturation modes (Berry, 1997) could not 
be easily established in the literature, without considering other product attributes such as 
involvement, brand and COO. As such, no direct hypotheses were put forward to assess how home 
and host orientation interact, and it is inappropriate to test the null hypotheses that there are no 
differences.  
 COO effects on different levels of home culture orientation 
As discussed in Chapter 2 (Sub-section 2.2.2), the COO literature indicates that economic 
development is a key contributing factor to the differences in consumer preferences towards 
foreign-sourced products (Roth & Diamantopoulos 2009). In particular, consumers often give a 
lower evaluation of products from less developed countries (Kaynak, Kucukemiroglu & Hyder 
2000). Yet this contrast may not always be relevant for migrant consumers who often originate 
from these less developed countries. Such migrants experiencing cultural transitions may still seek 
connection to their ethnic roots and to maintain their social and cultural identity via ties (i.e. 
consumption) to their home culture (Paswan & Ganesh 2005). In the context of Australian society, 
it would appear that recent migrants are more inclined to maintain their home cultural identity in 
all aspects of their life including consumption while adapting to the host language and culture 
(Read 2013). Thus, the strength of migrants’ ties with their home culture (i.e. high or low home 
culture orientation) appears to influence the impact of COO effects on their assessments of both 
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home and host country products. This highlighted the need to better understand the effects of home 
orientation on migrants’ consumption preferences.    
In this thesis, the impact of home orientation COO effects has therefore been examined by 
comparing assessments of products from both home and host countries (and extending to home 
and host culturally-similar countries) for each migrant sub-group who have either high or low 
home orientation (as discussed further in Sub-section 3.6). This impact has also been considered 
when exploring the association between those with high and low home orientation when both of 
this thesis’ migrant sub-groups assessed products from a specific country (i.e. home country and 
home culturally-similar countries) (see Section 3.5.2).  
 Host versus home countries product assessments 
Products often serve as a symbol for national identity due to their social and cultural meanings, 
with consumers expressing this via their product choices (Askegaard & Ger 1998; Paterson 2006). 
Home culture orientation therefore often reflects the retention of behaviours and attitudes of the 
product’s COO (Laroche et al. 1998). It is assumed that such retention would be evident across 
many aspects of behaviour, including low-involvement product consumption. Shimp and Sharma 
(1987) found that low ethnocentric migrants (i.e. low home orientation) are more receptive to 
products made abroad, while Huddleston, Good and Stoel (2001) uncovered that high ethnocentric 
migrants (i.e. high home orientation) evaluate foreign products on the basis of their social 
acceptance. It would therefore appear that home orientation can positively or negatively influence 
migrant consumers’ preferences for alternatives from abroad (Krystallis & Chryssochoidis 2009). 
Such influence also applies to evaluations of specific product categories including culturally-
bound and culturally-neutral low-involvement products. For this reason, a clearer understanding 
of the preferences of high and low home orientation migrants was deemed as important to this 
thesis. For example, it would enable a better understanding of why migrant consumers with a high 
home orientation often over-evaluate the positive aspects of products from their home country, 
while undervaluing the quality of foreign products, among others (Schnettler et al. 2011).  
Some former studies have shown that migrants with high home culture orientation often prefer 
home country products such as ethnic food and entertainment (Xu et al. 2004). Both Sunkyu, Ball 
and Gentry (1993) and Forney and Rabolt (1986) highlighted that migrant consumers with high 
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levels of home culture identification will often seek apparel products with inherent home culture 
symbolic meanings. Furthermore, such behaviours often mean there is a deep and continual 
familiarity with home country goods, which can increase the migrant consumer’s efforts to shop 
at stores selling home-oriented goods, irrespective of their location (Wang & Lo 2007). Such 
findings support the claim that consumers with high levels of home culture orientation are more 
determined to buy home country products that are available in their new host country (Verlegh 
2007).  
Consumer Socialisation Theory (Moschis & Churchill Jr 1978) posits that there are four types of 
product information sources: family; friends; mass media; and institutions. Among migrant 
consumers, these are often key agents in their acculturation process (Penaloza 1994), which exist 
across both their home and host countries (Penaloza 1994). Most migrant consumers obtain 
product information based on the source’s availability to them, as well as their language capability 
to use such information. For example, previous research has indicated that friendships with other 
migrants from their home country are positively associated with higher levels of home orientation 
(Phinney et al. 2001), which may lead to more positive assessments of home country products. 
Thus, it is proposed in this thesis that the level of home country orientation moderates the COO 
effects on migrant consumers’ product evaluations and purchase intentions.  
Section 3.3 presented hypotheses 1a and 1b relating to migrant consumers’ preferences for 
products from their host over those from their home countries, without any consideration of their 
home culture orientation. It would now appear that migrant consumers that strongly identify with 
their home culture are also influenced by the availability of competing home and host products in 
the host market. That is, migrants with high home culture orientation are more likely to positively 
assess home country COO goods. Thus, the COO effect on host and home products appears to be 
reversed where high home orientation exists (i.e. effect of home orientation on COO effects). In 
line with this, it would appear that migrant consumers with high home orientation also more 
positively assess goods from their home country over those from host culturally-similar countries. 
Thus, the following hypothesis was formulated in this thesis:  
H2a: Migrant consumers with high home culture orientation will have a more positive 
assessment of products made in the home country than products made in the host and host 
culturally-similar countries.  
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It also appears to be evident that migrants with high home culture orientation often prefer goods 
from other home culturally-similar countries rather than their host and host culturally-similar 
countries (Laroche et al. 2003). Thus, the following hypothesis was also proposed: 
H2b: Migrant consumers with high home culture orientation will have a more positive 
assessment of products made in home culturally-similar countries compared to products made in 
the host and host culturally-similar countries. 
The strength of home orientation is often based on the extent of a migrant’s commitment to home 
culture language media exposure and preferences (Cuellar, Arnold & Maldonado 1995; Laroche 
et al. 2005a), as well as their maintenance of ethnic identity, behaviours and interactions (e.g. 
traditional celebrations and ethnic clubs) (Laroche, Kim & Tomiuk 1998; Phinney 1990). At the 
other end of the home orientation spectrum are migrants with low home culture orientation, such 
as those who selectively distance themselves from their home cultures (e.g. second-generation 
migrants with little exposure to home country values). A former study of Vietnamese second-
generation migrants in the USA observed significantly weaker home culture values compared with 
their parents (Nguyen & Williams 1989). Migrants with low home orientation could also include 
first-generation migrants that have limited engagement with home culture in the host country (e.g. 
Vietnamese migrants living in Australia’s Northern Territory, or Chinese migrants in Toronto, 
Canada as observed by Wang and Lo (2007)). Such migrant consumers generally display attitudes 
and behaviours that are less consistent with those of the home culture values (Helms 1990; Moore, 
Weinberg & Berger 2004).  
Such behaviours can be explained by SIT, as discussed in Sub-section 2.4.1, which factors in the 
psychological consequences of dividing people into social groups or categories (Tajfel 1981). In 
this context, a country could be considered a social group that is associated with a specific social 
identity (Billig 1995; Verlegh 2007). Such identity is reinforced in daily life via language and 
cultural products, and other symbols such as flags, which strengthen the feeling of belonging 
(Billig 1995). Thus, when individuals identify as members of a particular ethnic or migrant group, 
they typically practise and retain its customs, habits, language and social views (Schwartz, 
Montgomery & Briones 2006). It is therefore likely that they will display a stronger bias in 
evaluation of this group’s offerings versus other out-groups (Brown 2000). The reverse is expected 
for those migrants that do not identify with their home group, as individual differences in the 
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attachment to the home culture values lead to differences in the strength of this bias, and to 
differences in the evaluation of home versus foreign country products.  
In the context of migrants, consumer acculturation and COO research has often hypothesised and 
measured home orientation on a continuous scale, such as “[Home orientation] is positively 
associated with [loyalty to ethnic stores, home country brand, etc.] (e.g. Segev et al. (2014)) or 
“[Consumers' willingness to purchase home country product] increases with the level of [home 
culture orientation] (e.g. Verlegh (2007)). Such hypotheses can make it difficult to gain a clear 
understanding of the migrant sub-group with low home orientation. Nevertheless, Shimp and 
Sharma (1987) contended that low ethnocentric migrants (i.e. those with low home orientation) 
are less focused on the cultural aspects when evaluating products. Thus, it is likely that their 
evaluation of a certain country’s products is based on cognitive information such as attributes and 
values. This means that when the host country is more economically advanced than the home and 
home culturally-similar countries, it is likely that the host products will obtain more positive 
assessments among migrants with low home orientation. Such migrants with low home orientation 
may also have a more positive attitude of goods from countries that are culturally and economically 
similar to the host country. Thus, the following hypotheses were proposed here:  
H2c: Migrant consumers with low home culture orientation will have a more positive assessment 
of products made in the host country than products made in the home and home culturally-similar 
countries. 
H2d: Migrant consumers with low home culture orientation will have a more positive assessment 
of products made in host culturally-similar countries than products made in the home and home 
culturally-similar countries. 
 Moderating effects of home orientation  
It is also important to examine the differences between high and low home culture orientation in 
relation to consumers’ assessments of products from their home country. Some researchers have 
previously identified a causal effect between consumption behaviour and migrants’ level of home 
culture orientation (e.g. Segev et al. 2014; Tan & McCullough 1985; Xu et al. 2004). More 
specifically, a positive relationship between consumption of home country products and 
consumers’ home culture orientation has been uncovered. For example, Chaw and Ali (2002) 
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reported that across five product categories – drinks, daily/weekly newspapers, movie rentals, 
groceries, and restaurant dining – the stronger Chinese-Australian consumers’ home orientation 
was, the higher was their consumption of home country (i.e. Chinese) goods. Sahak et al. (2015) 
similarly found similar results among Malaysian migrants living in the UK. Other scholars such 
as Stayman and Deshpande (1989), Laroche et al. (1998), and Chung and Fischer (1999) have also 
identified a positive relationship between home orientation and preference for home country items 
(e.g. Chinese soya milk and Italian spaghetti sauce).  
These findings suggest that migrants with high levels of home orientation differ from those with 
low levels with regards to assessing products from their home country. It is subsequently proposed 
here that the stronger a consumer’s home culture orientation, the higher the consumption of home 
country products. To formally test this, it was hypothesised that:  
H3a: Migrant consumers with high home culture orientation will have more positive assessment 
of their home country products than those with low home culture orientation. 
Hypothesis H3a was then extended to the following hypothesis to factor in culturally-similar home 
countries:  
H3b: Migrant consumers with high home culture orientation will have more positive assessment 
of products from home culturally-similar countries than those with low home culture orientation. 
Given the design of this thesis’s conceptual framework, it was deemed important to consider the 
moderating effects of home culture orientation on host country products, but no such effects were 
identified in the literature. For example, Pons et al. (2001) found no significant differences between 
high and low home culture orientation in relation to migrant consumption preference for host 
country products. This suggests that the maintenance of home culture values (i.e. home orientation) 
is independent of consumption and evaluation of host country products. Other research has also 
found that the effect of home culture orientation is far more relevant in explaining migrant 
consumers preferences towards home country than foreign products (Balabanis & Diamantopoulos 
2004; Shimp & Sharma 1987). It was therefore assumed in this thesis that there is an interaction 
between home and host orientations with respect to their effect on host country product 
consumption, which is further discussed in Section 3.8. Thus, no hypothesis was put forward in 
relation to the moderating effects of home culture orientation on host product consumption.   
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 COO effects on different levels of host culture orientation 
Acculturation is an engagement of people with their host country culture, usually through the 
adoption of host country values and customs, including purchasing its goods (Laroche et al. 1998). 
Migrants often consume host country goods as part of their acculturation process (Cleveland et al. 
2009); one of the main routes for migrants to ‘fit into’ the host country. For example, Stodolska 
and Alexandris (2004) found that Korean and Polish migrants in the USA were more likely to use 
host country recreational sport participation as a way to acculturate to the life of the general 
population.   
It has also been suggested that migrant consumers change their consumption behaviours as they 
become more acculturated to the host culture (Ogden, Ogden & Schau 2004). The more 
acculturated a migrant is, the greater their progression toward the norms and standards of the host 
culture (Faber, O'Guinn & Meyer 1987; Moore, Weinberg & Berger 2004). For example, migrants 
might choose to follow sports that are popular in the host country (Ludwig & Schierl 2013). 
However, it has also been recognised that acculturation can be an individual process, meaning that 
its effect on intra-cultural behaviours, including consumption, varies from one migrant to another. 
For example, migrants with a high level of host orientation have been known to differ from those 
with a low level of host orientation, in terms of the values placed on product attributes (Kara & 
Kara 2011). Thus, a product’s COO may have a different effect on migrants with low versus high 
host country orientation.  
In the context of this thesis’s focus on Vietnamese and Chinese migrants in Australia, recent 
reports on these migrants have shown a high capability of adapting to the host country culture and 
language, with more than 50% of them speaking English either well or very well ((DIBP) 2011a, 
2011b). They also often rate highly with respect to disposable income and education levels, and 
both are experiencing rapid population growth rates (ABS 2017a; Ben-Mosche & Pyke 2012; 
Craig 2014), making Australia’s Vietnamese and Chinese migrants two of the most appealing 
markets. Thus, investigation of the influence of host orientation on these migrants’ consumption 
preferences including how they assess foreign-sourced products (including their home) versus the 
host country’s (Australia) was deemed as highly relevant. It was determined that such knowledge 
will enrich the understanding of similarities and differences between migrant consumers with high 
versus low host orientations.  
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 Host versus home country product assessments  
Previous research has shown that when migrants are able to choose their host country, they will 
select one they perceive as more congruent with themselves and their desired life stories (Savage, 
Bagnall & Longhurst 2004). Subsequently, migrants have been found to develop emotional bonds 
quickly with their host country, which helps shape their cultural identity and consumption 
behaviours (Oberecker & Diamantopoulos 2011; Oberecker, Riefler & Diamantopoulos 2008; 
Terrazas-Carrillo, Hong & Pace 2014). Sunkyu et al. (1993) contended that migrant consumers 
that want to identify with the host culture often show conspicuous consumption. Such migrants 
that convey high levels of host orientation have been observed using similar decision-making 
criteria to that of mainstream consumers from the host country (Kara & Kara 2011). For example, 
in Shim and Chen’s (1996) study of Chinese migrants in the USA, it was uncovered that those that 
considered themselves as having high host acculturation shared similar shopping interests and 
media consumption to the US shoppers (i.e., mainstream consumers). Makgosa (2012) similarly 
found that Indian and Black-African migrants in the UK with a high level of host orientation 
adopted traditional UK (i.e. mainstream consumers) consumption habits. In line with this, 
Maldonado and Tansuhaj (2002) identified host culture members as the reference group for highly 
acculturated migrants that strive to achieve social acceptance and approval. These authors found 
that highly acculturated migrants are more likely to choose brands associated with the host culture 
rather than their home culture, as a way of building and maintaining a connection with the host 
culture.  
It has also been shown that mainstream grocery stores and supermarkets in ethnically diverse areas 
of multicultural countries (e.g. Australia) often carry ethnic products (Wang 2004), but have less 
variety than ethnic stores. Such product availability is likely sufficient for high host orientation 
migrants, who often use a combination of specialised imported products alongside mainstream 
products (i.e. products used by general population). Such migrants may also purposely avoid 
shopping in ethnic stores because this might categorise them as outsiders to the host society 
(Padilla & Perez 2003). Chattaraman et al. (2010) supported this argument when they concluded 
that Hispanic migrant consumers that were motivated to be acculturated into the host society were 
more drawn to products/brands associated with that US culture.  
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Host orientation issues include exposure to the host language, host language proficiency and its 
use in various contexts (e.g. media) and social interaction with other members of the host culture 
such as via clubs, societies and organisations (e.g.Laroche, Kim & Tomiuk 1998; 2005a). Host 
language proficiency is clearly one of the main ways to access the services and cultures offered by 
the host country (Kara & Kara 2011). That is, migrants with high levels of host language 
proficiency can better adjust to their new environment and participate in local activities more than 
those with lower language skills. For example, it has previously been identified that both Chinese 
and US migrants with sufficient language skills to help them purchase locally-produced food 
products (in USA and China respectively) are more likely to form positive evaluations of these 
host country products (Cui, Fitzgerald & Donovan 2014). Social interaction such as friendship 
networks in the host country can also influence migrant consumers’ consumption patterns and 
evaluations (Penaloza 1994). Previous research has highlighted how such friendship between 
migrants and locals can be positively linked to host culture identification (Berry et al. 2006; 
Leszczensky 2013). Most highly acculturated migrant consumers have mastered the host language 
and have established broad social networks within the host country; they are more exposed to the 
locals and are therefore more likely to consult with them about consumption preferences and 
information (D’Rozario & Douglas 1999), often leading to positive assessments of host country 
products.  
All of these factors can change migrants’ consumption behaviours, and help highlight how those 
with a high host culture orientation are more likely to behave like host country consumers (i.e., 
mainstream consumers); thus fostering positive attitudes towards goods from the host and its 
culturally-similar countries. Furthermore, as mainstream consumers in host countries are more 
likely to prefer local to foreign-sourced products, migrant consumers with high host orientation 
will probably behave similarly, even when the foreign COO is their original home country. Thus, 
the following hypotheses were proposed, based on the assumption that migrant consumers with 
high host orientation have stronger preferences towards host products than home products:  
H4a: Migrant consumers with high host culture orientation will have more positive assessment 




H4b: Migrant consumers with high host culture orientation will have more positive assessment 
of products made in host culturally-similar countries than products made in the home and home 
culturally-similar countries. 
At the other end of the host culture orientation spectrum are migrants that have difficulty 
undertaking the adaptation process; they may be homesick, struggle with the host country 
language, and/or live among other migrants. These migrants may feel less accepted in their host 
society. There is ample literature focused on the underlying factors causing low host orientation 
among migrants. Within acculturation psychology (Berry 2002; Leong 2008), SIT (Tajfel & 
Turner 1979, 1986) and consumer behaviour (Zaltman 2000) research it is commonly argued that 
a person’s identity can only be constructed via their social environment. For example, Nesdale and 
Mak (2000) defined host country identification as primarily driven by migrants’ attitudes towards 
the host culture, and then “by the degree of acceptance by members of the host cultural group [and] 
the success immigrants experience in the new country.” (p. 492). Host culture identification 
significantly depends on “the extent [that migrants] feel accepted and welcomed as new members 
of the community, particularly by members of the host cultural group” (Nesdale & Mak 2000, p. 
485). In line with this, Ruggiero, Taylor and Lambert (1996) found that prejudicial treatment by 
locals (real or perceived) in public settings, job and housing markets, and in dealings with the 
police significantly reinforce migrant tendencies to maintain their home culture orientation. 
Nesdale and Mak (2000) supported this finding when they found that migrants with low host 
identification often socialise more with other ethnic community members for areas like recreation, 
as well as seeking advice and support on personal matters.  
Such difficulty participating in the host society including consuming local products often results 
in low host orientation migrants exhibiting a stronger preference towards products from their home 
country. For example, homesick consumers may long for food products from their home country 
and therefore evaluate these more favourably than host country options (Cui, Fitzgerald & 
Donovan 2014). In a study of Chinese migrant consumers in Australia, Chaw and Ali (2002) 
reported that the lower their level of host culture orientation, the higher their relative consumption 
of home country products. Makgosa (2012) similarly found that Indian and Black-African migrants 
in Britain with a low level of host orientation maintained stronger home country consumption, and 
Rajagopala and Heitmeyer (2005) observed that Indian migrants in the USA with low levels of 
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acculturation (i.e. defined as level of adaptation to the host country culture) had higher interest in 
Indian ethnic apparel. Furthermore, Kahneman (2011) found that migrants with limited access to 
host products, often because of low host country language skills, often preferred consumption in 
ethnic shops where they could better communicate and feel more familiar. In line with this, Shim 
and Chen (1996) determined that Chinese migrants in the USA with low levels of host orientation 
were more likely to purchase clothing made in China and were more likely to go to conveniently-
located stores (e.g. local China towns). They found these that low host oriented Chinese migrants 
often felt confused and insecure regarding US product choices as well as the host country shopping 
system. Similar consumption results were found among low host oriented Hispanic migrants living 
in the USA (Bellenger & Valencia 1982) as well as Korean counterparts (Ho 1991). 
As a result of the above findings from this thesis’s literature review, the following hypotheses were 
proposed to assess the COO effects among migrant consumers with low host culture orientation:  
H4c: Migrant consumers with low host culture orientation will have more positive assessment 
of products made in the home country than products made in the host and host culturally-similar 
countries. 
H4d: Migrant consumers with low host culture orientation will have more positive assessment 
of products made in the culturally-similar to home country than products made in the host and host 
culturally-similar countries. 
 Moderating effects of host culture orientation 
The previous sub-section put forward the hypotheses concerning low and high host culture 
orientation migrant groups, but did not make comparisons between them. Some findings suggest 
that migrants with different levels of host orientation behave differently regarding their assessment 
of the same product. In particular, as the level of host culture orientation increases, migrant 
consumers: 1) show greater preference for the host country goods (Laroche 1991); 2) prefer 
advertisements featuring host country people to those using characters from their home culture 
(Khairullah & Khairullah 1999); and 3) increase their consumption and orientation towards host 
country sporting events (Pons et al. 2001).  
In contrast, there is evidence that migrants with low host culture orientation have the reverse 
consumer preferences. That is, they do not consume host country goods as much as those with 
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high host culture orientation, which may be due to language difficulties and/or an unwillingness 
to assimilate into the new culture which leads to less contact with the host media, mainstream 
consumers and limited experience with consumption in the host country (D’Rozario & Douglas 
1999). Thus, low host culture orientation is expected to weaken the positive COO effects of host 
country goods. 
Furthermore, most migrant consumers with a high host culture orientation expose them to more 
local products, and thereby nurture positive attitudes towards goods from countries similar to the 
host country. The following hypotheses were therefore formulated:  
H5a: Migrant consumers with high host culture orientation will have more positive assessment of 
their host country goods than those with low host culture orientation. 
H5b: Migrant consumers with high host culture orientation will have more positive assessment of 
goods from host culturally-similar countries than those with low host culture orientation. 
As discussed earlier, there are significant differences between migrant consumers with high host 
orientation and those with low host orientation. The latter group may have limited accessibility to 
host products and may therefore have to resort to consuming home products that are available in 
the host country (Cui, Fitzgerald & Donovan 2014; Makgosa 2012). In contrast, migrants with a 
high host orientation are free from this constraint. For example, Adekunle et al. (2011) found that 
among Afro-Caribbean migrants in Canada, the more integrated (i.e. high home and high host 
orientation) and assimilated (i.e. low home and high host orientation) they were into the culture, 
the less inclined they were to purchase home country goods. As a result, migrant consumers with 
low host orientation may evaluate home products more positively than those with high host 
orientation.  
The following hypotheses were put forward in this thesis:  
H5c: Migrant consumers with low host culture orientation will have more positive assessment of 
their home country goods than those with high host culture orientation. 
H5d: Migrant consumers with low host culture orientation will have more positive assessment of 
goods from home culturally-similar countries than those with high host culture orientation. 
83 
 
 Effects of interaction between home and host orientation on COO effects 
As consumption is primarily viewed as a cultural phenomenon, cultural change appears likely to 
affect people’s consumption behaviours (Laroche et al. 2005a). Thus, the extent that migrants 
maintain their home culture and/or adapt to the host culture and the resulting consumption patterns 
all merit scholarly attention (Hui, Laroche & Kim 1998). This thesis’s literature review on 
acculturation theory in Section 2.3 has uncovered that migrants’ evaluation of products from 
different countries is often influenced by their orientation towards home and host cultures (i.e. 
acculturation), as well as personal traits and environmental cues (Demangeot & Sankaran 2012). 
The two dimensions of home and host culture orientation are continuous and separate, varying 
both simultaneously and independently (Segev 2014). This results in a two-dimensional 
representation of acculturation, which can be qualitatively described as the following four 
quadrants as put forward by Berry (1997): 1) high host/low home (assimilation); 2) low host/high 
home (separation); 3) high host/high home (integration); and 4) low host/low home 
(marginalisation). To the best of this researcher knowledge, previous COO research has not 
empirically considered the full interaction between the two dimensions of acculturation. Thus, a 
major contribution of this thesis is its examination of whether the interaction of these dimensions 
influences COO effects.  
It has been suggested that migrants with high host and low home culture orientation (i.e. 
assimilationists as per Berry’s model): 1) prefer host over home country advertisements 
(Khairullah, Gaither Tucker & Tankersley 1996); 2) prefer host country to ethnic radio channels 
(Vijaygopal & Dibb 2012); 3) consume more of host than home country goods (Adekunle et al. 
2011); 4) choose host more than home country brands (Maldonado & Tansuhaj 2002); and 5) 
prefer host country brands that are often associated with healthy living (Vijaygopal & Dibb 2012). 
Such migrants appear to have a narrower understanding of home country, and more familiar with 
host country brands. These assimilationists are often more eager to reshape their identity to be a 
member of the host culture, including abandoning their home orientation. Thus, host country 
products are often purchased and consumed to show their belonging to this culture. 
Within this thesis, it has been anticipated that migrant consumers with high host and low home 
culture orientation have more positive quality perceptions and purchase intentions with respect to 
goods from host and its culturally-similar countries; thus enhancing COO effects of the host 
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products while dampening them for home products. The following hypotheses were consequently 
formulated: 
H6a: Migrant consumers with low home and high host orientation have more positive assessments 
of products made in the host country than products made in the home and home culturally-similar 
countries. 
As an extension of Hypothesis H6a with regards to the possible effects of culturally-similar 
countries, the following hypothesis was also put forward: 
H6b: Migrant consumers with low home and high host orientation have more positive assessments 
of products made in host culturally-similar countries than products made in the home and home 
culturally-similar countries. 
In contrast, within the acculturation literature it has been suggested that migrants with low host 
and high home culture orientation (i.e. separationists in Berry’s model): 1) use more of home 
and less of host country brands (Vijaygopal & Dibb 2012); and 2) maintain home culture 
consumption habits (Makgosa 2012). Such findings indicate that separationists adhere more to 
their home than their host culture; thus they appear to be resistant to change. Furthermore, among 
these migrant consumers, products from the home country or those symbolising its culture are 
often treated more positively and potentially even awarded more significance than they had 
previously.  
It has been anticipated in this thesis that such consumers with high home and low host culture 
orientation show more positive quality perceptions and higher purchase intentions for goods from 
the home country and countries similar to it. This separationist interaction may consequently 
increase the COO effects of the home products and decrease them for the host products. Thus, the 
following hypotheses were formulated: 
H7a: Migrant consumers with high home and low host orientation have more positive assessments 
of products made in the home country than products made in the host and host culturally-similar 
countries.  
It is also anticipated here that migrant consumers with high home orientation not only prefer their 
home country products but also have a stronger preference for goods from countries culturally-
similar to their home country. Thus, Hypothesis H7a was extended as follows:  
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H7b: Migrant consumers with high home and low host orientation have more positive assessments 
of products made in home culturally-similar countries than products made in the host and host 
culturally-similar countries. 
In the context of migrants that rate highly on both home and host culture orientation (i.e. 
integrationists in Berry’s model), products from the host country are valued as equally as those 
from the home country. It is anticipated that these migrants’ consumption patterns will be a mixture 
of host country and home country preferences. For example, in their study of consumer 
acculturation among Mexican-Americans, Maldonado and Tansuhaj (2002) found that 
integrationist migrants show similar preferences when deciding between home and host country 
brands. Integration migrants have also been found to be equally familiar with both home and host 
country brands (Vijaygopal & Dibb 2012). Zolfagharian and Sun (2010) compared bi-cultural 
Mexican-Americans (those that identify highly with both the Mexican and US cultures) against 
mono-cultural Americans and Mexicans, and found that the bicultural group exhibited greater 
openness towards both US and Mexican brands. This was further supported by Zolfagharian et al. 
(2014) when they uncovered that migrants that deem both home and host countries as positively 
valued in-groups seek associations with both of these cultures, and favour the meanings and objects 
associated with both. In this context, both home and host countries may serve as cultural in-groups 
for migrants when they rate both cultures highly, leading to positive disposal towards goods of 
either country. It has therefore been anticipated in this thesis that there is no difference in how 
these consumers assess goods across different COOs. Thus, no hypotheses were put forward in 
this context, as it was deemed inappropriate to seek to test the null hypotheses that there are no 
differences. 
Lastly, when migrants choose to move away from their home orientation and also not adopt 
the host cultural orientation (i.e. low on both), this is known as marginalisation as per Berry’s 
model. In this context, migrants neither maintain their home nor assimilate into the host culture. 
As discussed in Sub-section 2.3, it is feasible that a third cultural orientation may emerge as a 
result of such marginalisation, leading to new consumption patterns. Thus, products symbolising 
the home culture and products representing the host culture may both be rejected. As it was again 
anticipated in this thesis that there would not be a difference in how these migrant consumers 
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assess goods with different COOs, no hypotheses were put forward to assess this, as it is 
inappropriate to seek to test the null hypotheses that there are no differences. 
 Summary of discussion and hypotheses 
Drawing on the previous literature discussion in Chapter 2, this chapter has proposed a theoretical 
framework that has been assessed within this thesis. Based on this framework, hypotheses have 
been formulated on the relationship between these independent and dependent variables. Table 3-1 
below presents a summary of the hypotheses that will be further examined in this thesis. 
The two- and three-way interactions between home and host orientation and products’ COO 
reflects the expectation that migrants’ consumption patterns depend on their home and host culture 
orientations, which is affected by the product’s COO. This is supported by Maldonado and 
Tansuhaj (2002) who concluded that Berry's acculturation taxonomy is a useful tool to understand 
migrant consumers acculturation and its influence on brand choice while segmenting the market 
into acculturation categories.  
The next chapter outlines this thesis’s research methodology and explains how the research was 
conducted. 
Table 3-1: Summary of hypotheses  
Main effects of COO on migrant consumers’ product assessments 
H1a: Migrant consumers will have a more positive assessment of products made in the host 
country than products made in home and home culturally-similar countries. 
H1b: Migrant consumers will have a more positive assessment of products made in host 
culturally-similar countries than products made in home and home culturally-similar countries. 
COO effects and influence of home culture orientation 
H2a: Migrant consumers with high home culture orientation will have more positive 




H2b: Migrant consumers with high home culture orientation will have a more positive 
assessment of products made in home culturally-similar countries compared to products made 
in the host and host culturally-similar countries. 
H2c: Migrant consumers with low home culture orientation will have a more positive 
assessment of products made in the host country than products made in the home and home 
culturally-similar countries. 
H2d: Migrant consumers with low home culture orientation will have a more positive 
assessment of products made in host culturally-similar countries than products made in the home 
and home culturally-similar countries. 
H3a: Migrant consumers with high home culture orientation will have more positive assessment 
of their home country products than those with low home culture orientation. 
H3b: Migrant consumers with high home culture orientation will have more positive assessment 
of products from home culturally-similar countries than those with low home culture 
orientation. 
COO effects and influence of host culture orientation 
H4a: Migrant consumers with high host culture orientation will have more positive 
assessment of products made in the host country than products made in the home and home 
culturally-similar countries. 
H4b: Migrant consumers with high host culture orientation will have more positive 
assessment of products made in the host culturally-similar country than products made in the 
home and home culturally-similar countries. 
H4c: Migrant consumers with low host culture orientation will have more positive assessment 




H4d: Migrant consumers with low host culture orientation will have more positive assessment 
of products made in the culturally-similar to home country than products made in the host and 
host culturally-similar countries. 
H5a: Migrant consumers with high host culture orientation will have more positive assessment 
of their host country goods than will those with low host culture orientation. 
H5b: Migrant consumers with high host culture orientation will have more positive assessment 
of goods from their host culturally-similar countries than those with low host culture 
orientation. 
H5c: Migrant consumers with low host culture orientation will have more positive assessment 
of their home country goods than those with high host culture orientation. 
H5d: Migrant consumers with low host culture orientation will have more positive assessment 
of goods from home culturally-similar countries than those with high host culture orientation. 
Effects of interaction between home and host orientation on COO effects 
H6a: Migrant consumers with low home and high host orientation have more positive 
assessments of products made in the host country than products made in the home and home 
culturally-similar countries. 
H6b: Migrant consumers with low home and high host orientation have more positive 
assessments of products made in host culturally-similar countries than products made in the 
home and home culturally-similar countries. 
H7a: Migrant consumers with high home and low host orientation have more positive 
assessments of products made in the home country than products made in the host and host 
culturally-similar countries. 
H7b: Migrant consumers with high home and low host orientation have more positive 
assessments of products made in home culturally-similar countries than products made in the 





This chapter presents the research methods that were employed to empirically assess this thesis’s 
conceptual framework as discussed in Section 3.2. This chapter begins with a brief review in 
Section 4.2 of the two main methodological approaches in this research (i.e. quantitative and 
qualitative). There is a more detailed explanation of why each was deemed as a suitable research 
approach in Sub-section 4.2.1, while the research design for the four research stages is presented 
in Sub-section 4.2.2. Sections 4.3 and 4.4 next provide this thesis’s justification for product 
category and country selection, respectively. That is, two low-involvement products were 
examined, one representing culturally-bound and the other culturally-neutral products, and 
migrants from China and Vietnam were selected to assess these products from their home country, 
host country, home culturally-similar countries and host culturally-similar countries. The research 
design used here involved four research stages, with stages 1A and 1B assisting in the development 
of stimuli materials and assessing the validity/reliability of the constructs, and stages 2A and 2B 
used to assess hypotheses tested in this thesis.  
The ethical considerations in relation to all four research stages are then presented in Section 4.5, 
including going into detail about each of them. Sub-section 4.6.1 first discusses Stage 1A’s two 
focus groups, followed by Sub-section 4.6.2 that discusses Stage 1B’s online surveys conducted 
among the two migrant consumer groups. Section 4.7 next discusses research design in relation to 
stages 2A (pre-test for field survey) and 2B (field survey). For each of this thesis’s product COOs, 
a separate group of respondents were also examined regarding evaluation of both culturally-bound 
and culturally-neutral products, with the justification for between- and within-subject designs 
further discussed in Sub-section 4.7.1. Sub-section 4.7.2 then examines the development of the 
research instruments, and Sub-section 4.7.3 describes the questionnaire design used in stages 2A 
and 2B. In Sub-section 4.7.4, there is further explanation on the pre-testing including subject and 
data collection within this thesis, as well as the data analysis technique used in Stage 2A. Sub-
section 4.7.5 then explains how samples were selected for the field survey (Stage 2B), and the 
main data collection methods.  
90 
 
Section 4.8 discusses the reliability and validity of the constructs used in this thesis, including an 
explanation of attempts to increase the reliability and validity of the corresponding research 
instruments. Lastly, Section 4.9 describes the data processing and analysis techniques used in 
Stage 2B. Sub-section 4.9.1 first discusses the data cleaning process, and Sub-section 4.9.2 relates 
to the assessment of MANCOVA assumptions. Sub-section 4.9.3 then provides justification for 
the use of three-way MANCOVA as the main data analysis technique to test the proposed 
hypotheses, while Sub-section 4.10 summarises the research methodology that has been discussed 
within this chapter. 
 Methodological approach 
An empirical work is the practical validation of the hypotheses formed (i.e. this thesis’s conceptual 
framework, as discussed in Chapter 3). This is generally done by collecting data, organising and 
verifying it, interpreting it, and connecting it to existing knowledge. Most social scientists adhere 
to one of two main research methods for empirical work: quantitative (positivist); and qualitative 
(interpretivist) (Bryman 1984, 2008; Neuman 2011). The core objective of positivist research is 
the generation of scientific-law-like relationships that are generalisable rather than a description 
and explanation of unique events. In contrast, interpretivist research focuses on the unique 
situational meaning of social phenomena and the ways that applies in specific settings (Neuman 
2011).    
Quantitative research has been defined as a theory testing process, commencing with an 
established theory or generalisation that is tested to understand whether it applies to specific or 
more general instances (Creswell 2014; Hyde 2000). General conclusions are presented based on 
the validation or falsification of the hypotheses via these empirical tests (Stentoft Arlbjørn & 
Halldorsson 2002). Thus, most methods in relation to quantitative research are experiments and/or 
surveys, using predetermined data collection instruments to produce precise statistical data 
(Neuman 2011).  
In contrast, qualitative research aims at developing rather than testing theory (Danermark 2002). 
Facts (or empirical observations) are the starting point of this approach, leading to the development 
of hypotheses or propositions including their generalisation via logical argumentation (Danermark 
2002) within a theoretical framework. Qualitative research is well-suited for exploring and 
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developing an understanding of issues that are new, unique or perhaps personal (Creswell 2014; 
Zikmund et al. 2013). Consequently, methods used in a qualitative research approach involve a 
close, detailed examination of the conversation and written words (Neuman 2011).  
 Research approach 
Research designs from an empirical work can be classified into three main categories: exploratory; 
descriptive; or explanatory (causal) (Churchill & Iacobucci 2004; Kumar, Day & Aaker 2002). 
These categories “differ significantly in terms of research purpose, research questions, precision 
of the hypothesis and data collection method” (Kumar, Day & Aaker 2002, p. 69). Table 4-1 below 
outlines the use of these three research designs in this thesis, including the contexts that they were 
applied. It has previously been recommended that researchers use more than one of the three main 
categories in a research project (Churchill & Iacobucci 2004). 
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Table 4-1: Comparison of main research designs (Churchill & Iacobucci 2004, p. 76) 
 
The first type of exploratory research typically occurs when the subject area is reasonably new; 
there is little or no prior knowledge about it (Neuman 2011). Thus, its main purpose is to obtain a 
better understanding of the research problem, breaking general, vague problem statements into 
smaller, more precise sub-problem statements, in the form of specific and testable hypotheses 
(Churchill & Iacobucci 2004). Exploratory research methods are often unstructured, flexible and 
qualitative (Kumar, Day & Aaker 2002); thus, such studies are rarely sufficient to satisfactorily 
answer research problems, instead providing an indication of relevant answers along with research 
methods that could offer more definitive answers (Neuman 2011).  
The second type of empirical work is descriptive research, which is also known as statistical 
research (Churchill & Iacobucci 2004). This research presents a picture of the specific details of a 
situation, social setting or relationship at a given point in time, and the outcomes are usually 
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conclusive in nature (Hair, Bush & Ortinau 2003; Neuman 2011). Most descriptive researchers 
use surveys, field research, content analysis and/or observations (Neuman 2011). In comparison 
to exploratory research, descriptive studies assume substantial prior knowledge about the 
phenomenon under investigation, and are guided into a specific direction by one or more specified 
hypotheses (Churchill & Iacobucci 2004).  
The third type of research is explanatory or causal research, which is designed to collect raw data 
and create data structures that will allow researchers to model cause-and-effect relationships 
between two or more variables (Churchill & Iacobucci 2004; Hair, Bush & Ortinau 2003; Neuman 
2011). This research is most appropriate when the objectives include understanding which 
(independent) variables are causing the dependent phenomenon as defined in the research problem 
(Neuman 2011). It allows researchers to obtain high-level understanding in the research process 
(Hair, Bush & Ortinau 2003) and is often considered more powerful than exploratory or descriptive 
research, as the researcher has greater control over the situation (Malhotra 2010).  
According to Hair et al. (2003), determination of whether the research design should be causal is 
based on three combined factors: 1) nature of the initial research problem; 2) set of predefined 
research questions; and 3) expressed research objectives. While this thesis has used all three 
research types, the main objective was to investigate the effect of a product’s COO on migrant 
consumers’ quality perceptions and purchase intentions, via the moderating effects of home and 
host orientation. That is, to examine whether migrant consumers with different home and host 
orientation (i.e. independent variables) vary in perceived product quality and purchase intentions 
(i.e. dependent variables) based on the COO. Thus, this thesis would mostly be classified as causal 
research. This is because it is an experiment focused on Australian migrant consumer behaviours 
(i.e. those that have migrated to Australia), which evaluates the differences in their consumption 
based on their level of attachment to home and/or host culture orientation.  
The nature of the research and the goal of the researcher are used to determine how the research 
should be conducted and approached. This thesis was conducted using both quantitative and 
qualitative methods. The qualitative approach during the preliminary phase of the study (i.e. Stage 
1A focus group for stimuli development) was used to facilitate and complement the quantitative 
methods (i.e. Stage 1B survey for stimuli development, Stage 2A pre-test for field survey, and 
Stage 2B field survey) (see Sub-section 4.2.2 for further discussion on the research design). The 
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decision to use quantitative as the main research approach, with the aid of qualitative to develop 
stimuli, was deemed as most appropriate for this thesis for the following reasons: 
1. This thesis’s primary aim was to examine whether migrants with different home and host 
culture orientations display different quality perceptions and purchase intentions towards 
products sourced from various countries (i.e. home, host, home culturally-similar and host 
culturally-similar). This necessitated statistical testing of hypotheses to determine the role 
of the various variables that could influence perceptions and intentions, such as home or 
host orientations and the interaction effect of these, plus the influence of culturally-similar 
countries on quality perceptions and purchase intentions. The quantitative research method 
has been deemed by others as much relevant for such tasks (Creswell 2014). 
2. This thesis has examined two migrant groups in Australia (Vietnamese and Chinese) 
including their evaluation of one culturally-bound and one culturally-neutral product. The 
quantitative research method enables results to be generalised beyond the study group and 
the subjects of study (Churchill & Iacobucci 2004). It enables the information to be 
generalised to a larger population, such all low-involvement products or all East Asian 
migrant consumer groups in the context of this thesis.  
3. As discussed earlier in this section, the quantitative research method is more appropriate 
for studies that intend to test hypotheses, while the complement of a qualitative method has 
been deemed useful to explore in greater depth the different dimensions of a particular 
phenomenon (Bryman 2008). The goal is that findings from any unnoticed issues related 
to products and countries selection, and subsequently the research framework will have 
high validity and reliability (Patton 2002). Given the limited amount of former research on 
the two migrant consumer groups (Vietnamese and Chinese) in COO research (Dinnie 
2004), the additional use of qualitative techniques (i.e. focus groups) was deemed 
necessary to this thesis to guide the questionnaire design and to provide more insights into 
the quantitative data.  
In summary, the use of a quantitative approach with a supporting qualitative phase was considered 
essential in this thesis, to assist in developing and applying the different stimuli, country and 
product choices, scales and constructs in a way that fits both the Vietnamese and Chinese cultures. 
In particular, the focus groups in Stage 1A were used as a qualitative tool to select countries and 
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product stimuli, and to help determine any additional research problems that the thesis should 
cover and the specific research questions that should be addressed. 
 Research design 
The research design is a comprehensive outline used to guide the implementation of a study to 
achieve its objectives (Churchill & Iacobucci 2004). It generally stems from how the research 
problem has been defined (Aaker 2010), as further explained in Chapter 2. Chapter 3 in this thesis 
introduced this thesis’s main research questions as well as the theoretical components of the 
conceptual framework from which corresponding hypotheses were generated. Four research stages 
have been used in this thesis, which provide a detailed explanation of respondents and data 
collection methodology, questionnaire design, as well as how the data was analysed.  
1. Stage 1A (focus groups for stimuli development): A qualitative phase using focus group 
discussions to explore the proposed products tested in the stimuli materials, and perceptions of 
potential participants for cultural similarity between proposed countries to be used as products’ 
COO. These findings were then used to assess the suitability for products and country selection, 
and draft questionnaire for further investigation.  
2. Stage 1B (survey for stimuli development): An online survey among a small sample, to further 
assess and refine the stimuli materials from Stage 1A. Respondents were asked their perceptions 
of the realism of the stimuli materials, as well as their evaluation of cultural similarity between 
potential countries. The results were used to refine questionnaires and stimuli, which were then 
used in the main quantitative research phases (i.e. stages 2A and 2B). 
3. Stage 2A (pre-test for field survey): The draft field survey was pre-tested, to examine the 
validity and reliability of scales of constructs used in this research. Respondents were asked to 
evaluate the quality and purchase intentions of the soy sauce and sock product (those selected from 
stages 1A and 1B) from each country (respondents only observed products from one country only), 
and their level of home and host culture orientation. In this stage, any potential errors or 
deficiencies in the data collection were identified and corrected before the field survey was 
conducted. 
4. Stage 2B (field survey): The final survey involved a convenience sample with respondents from 
the select two migrant groups: Vietnamese and Chinese in Australia. These respondents were 
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asked their perceptions of product quality and their purchase intention for two products from one 
country, as well as questions that assessed their level of home and host culture orientation. Data 
from this final stage was used to analyse the relationships via MANCOVA.  
The summary of this thesis’s four main research stages is shown in Figure 4-1 below. 
 
Figure 4-1: Research stages of this thesis 
The next two sections 4.3 and 4.4 discuss how this researcher identified the  most relevant products 
and countries to be used in the examination of COO in this thesis.  
 Product selection 
The product category that is chosen to be examined in COO research has proven to be a key factor 
in assessing consumers’ views (see Sub-section 3.2.4). Some scholars have suggested that 
inconsistent findings in previous COO research may be partially attributed to the different product 
categories used across studies (Pappu, Quester & Cooksey 2007). This makes the selection of 
appropriate product category(s) to be examined an important decision in a COO study.  
This thesis has investigated two low-involvement products (as discussed in Sub-section 3.2.4), 
representing both culturally-bound and culturally-neutral categories. The products were chosen to 
satisfy four requirements: 1) products consumed by Vietnamese and Chinese migrants in their 
home and host country; 2) various brands from across the countries under examination are 
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available in Australia; 3) no concerns were identified in stages 1A and 1B about these products; 
and 4) results from stages 1A and 1B confirmed Vietnamese and Chinese migrants are familiar 
with the selected products.  
As discussed in Sub-section 3.2.4, a food product was chosen to represent culturally-bound 
because of its strong attachment to national culture in everyday consumption (Meffert & Bolz 
1994). Food is one of the most consumed product categories and generally relates to low-
involvement daily buying decisions (Knight, Holdsworth & Mather 2007). Furthermore, Hausman 
(2000) highlighted that consumers often choose food products without prior planning, so such 
purchases represent a form of impulse buying. Although for migrant consumers, food is often more 
than just a product they consume every day (Jamal 1998; Vallianatos & Raine 2008); it can also 
serve as a way to adapt to the host culture (Kittler, Sucher & Nelms 2011; Oswald 1999).  
Some researchers have suggested that the food consumption habits of migrants are highly resistant 
to change (Cleveland et al. 2009); that they generally maintain some pre-migration patterns of food 
consumption. However, in the act of consuming diverse food products, some migrants are able to 
express overlapping social group identities (Oswald 1999; Reilly & Wallendorf 1987). Thus, food 
has been defined as one of the key modes of expression of ethnic identity and culture (Jamal & 
Chapman 2000; Ogden, Ogden & Schau 2004). As discussed in Sub-section 3.2.4, there is 
evidence in some COO literature that food products exhibit strong COO characteristics (Ahmed et 
al. 2004; Philippidis & Hubbard 2003).  
Due to its COO substance as well as everyday consumption, the instant noodles product was 
initially selected in this thesis to represent a culturally-bound product. This is a convenience item 
that has become a mainstream food globally (Fu 2008). China is the largest instant noodle market 
((WINA) 2017) and it is also highly used by Vietnamese (Gaghurst, Syrette & Tran 1991). In the 
Australian market, instant noodles expenditure grew by 3% to AUD$220 million in 2014 
(Euromonitor 2014), with a range of imported brands available including from China (e.g. Ting 
Yi aka Master Kong, Uni-President aka Tong Yi, Hwa Long aka Chinese Dragon), Vietnam (e.g. 
HAOHAO, Vinafon, Omachi, De Nhat), South Korea (e.g. Nongshim), Thailand (e.g. MAMA) 
and New Zealand (Trident), as well as local manufacturers (Suimin and Fantastic). 
Soy sauce was also chosen as an alternative culturally-bound product, in case there were concerns 
raised about instant noodles in Stage 1A that may have impacted on its evaluation, based on its 
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COO. Participants from the Vietnamese focus group subsequently voiced health concerns in 
relation to instant noodles especially those from Vietnam and China (see Section 5.2). Thus, given 
that this could have had a confounding effect on the assessment of instant noodles, in Stage 1A, 
this product was excluded from this research, and soy sauce was instead chosen as the culturally-
bound food item.  
Soy sauce is frequently used in Vietnamese and Chinese cuisine. It has been classified as a fast-
consuming, low-involvement good (Tjiptono 2011) and categorised as one of the seven basic daily 
necessities among Chinese consumers (Ling 2013). In the Australian market, there are a range of 
imported brands available including from China (Lee Kum Kee), Vietnam (Tam Thai Tu), South 
Korea (Sempio), Thailand (Maggi) and New Zealand (Trident, Highmark) as well as local 
manufacturers (e.g. Fountain). Within the COO literature, soy sauce was previously used in a study 
by Kwok et al. (2006) who investigated the COO effects of Chinese and Western brands in China, 
as a representative of Chinese-style products. 
In addition, socks were selected as this thesis’s culturally-neutral product. There were no concerns 
around the choice of socks identified in the focus group (see Section 5.2); thus no alternative 
culturally-neutral product was chosen. This product is made for men, women and children, and is 
classified as a low risk, low-involvement product with limited effort to search for information prior 
to purchase (Hustvedt, Carroll & Bernard 2013). Furthermore, hosiery retail revenue in the 
Australian market recently reached AUD$613 million (Passport 2017), with socks comprising the 
majority of sales in this sector (Passport 2017). It has been determined that as income levels among 
Australians increase, consumer demand for socks is increasing, with growing amounts of socks 
imported into Australia including from China, Thailand, Vietnam, New Zealand and South Korea 
(Do 2017).  
 Products’ country selection 
The products assessed in this thesis stemmed from five countries identified as home country 
(China/Vietnam), host country (Australia), home culturally-similar countries (South 
Korea/Thailand) and host culturally-similar countries (New Zealand). That is, products from 
Vietnam and China served as home country products while those from Australia served as host 
country products (see Sub-section 3.2.3). Products from South Korea/Thailand and New Zealand 
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served as home and host culturally-similar country products respectively. These countries were 
selected because of the availability of their relevant products in Australia (see Section 4.3). In 
addition, the home culturally-similar (South Korea/Thailand) and host culturally-similar (New 
Zealand) countries were selected based on their cultural distance (Hofstede 2013) and psychic 
distance (Sousa & Bradley 2008) to both the home and host countries. It was assumed in this thesis 
that COO meant that all the materials as well as the manufacturing of the brand originated in the 
target country (see Sub-section 2.2.1). 
According to Hofstede (1980), culture is “the collective programming of the mind which 
distinguishes the members of one human group from another” (p. 21). Such collective 
programming is often responsible for conditioning individual behaviours, which can account for 
substantial differences between countries. In this context, ccultural distance refers to cultural 
differences at a national level, and related norms and values (Hofstede 1980), while psychic 
distance refers to cultural differences at an individual level, related to individual perceptions of 
national cultural similarities (Sousa & Bradley 2008). Thus, perceived psychic distance to a 
particular country might vary between two people from the same country because of different 
personal experiences and value systems. In contrast, as cultural distance is assessed at the national 
level it is not affected by individual subjective perceptions. Further discussion on cultural distance 
in relation to this thesis’s two countries is presented in Sub-section 4.4.1, with perceptions of 
psychic distance between the countries then examined in Sub-section 4.4.2. 
 Cultural distance  
Within the COO literature, identification of culturally-similar countries has often been based on 
cultural distance only with no psychic distance (e.g.Balabanis & Diamantopoulos 2004; 2000). 
Given that this thesis is concerned with migrant consumer assessments of products from different 
countries, both measurements were used here to provide a stronger justification of country 
selection. Cultural distance was first assessed using Hofstede’s (1980) and Hofstede’s (2013) six 
dimensions of national culture – power distance, individualism, masculinity, uncertainty 
avoidance, long-term orientation, and indulgence (see further explanation in Table 4-2 below) – to 
ensure the proposed countries were culturally-similar to home and host countries. They were then 
further evaluated in stages 1A and 1B to measure their psychic distance between pair of countries 
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at the individual level before selecting one as culturally-similar to the home country and another 
culturally-similar to the host country.  
Table 4-2: Six dimensions of national culture (Hofstede 2013) 
Dimension Definition 
Power distance  
(high versus low)  
Extent that less powerful members of society accept that power is 
distributed unequally. 
Uncertainty avoidance 
(high versus low) 
Extent they feel threatened by uncertainty and ambiguity, and 




Collectivism – belonging to in-groups (e.g. families, organisations) 
that look after them in exchange for loyalty.  
Individualism – only looking after themselves and their immediate 
family. 
Masculinity  
(high versus low)  
Masculinity – dominant values in society are achievement and 
success.  
Femininity – dominant values in society are caring for others and 




The extent they show a pragmatic or future-oriented perspective 




The extent they try to control their desires and impulses – (relatively 
weak control is ‘indulgence’ and relatively strong control is 
‘restraint’). 
Initial justification for selecting these countries stemmed from the personal experience of the 
researcher regarding their consumption interaction with the proposed products in the Australian 
market. Figure 4-2 and Figure 4-3 below respectively present Hofstede’s (2013) six dimensions of 
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national culture in relation to this thesis’s determination of the home and home culturally-similar 
countries, and the host and host culturally-similar countries.  
 
Figure 4-2: Comparison of culture dimension scores among home and home culturally-
similar countries 
 











Figure 4-3: Comparison of culture dimension scores among host and host culturally-
similar countries 
These culture dimension scores were used to create the dendrogram of hierarchical cluster (using 
Matlab® R2008b) that displays the cultural relationships between these countries (see Figure 4-4). 
This analysis suggested that both South Korea and Thailand are culturally-similar to Vietnam and 
China, while New Zealand and Australia are culturally-similar as well as dissimilar to Vietnam, 
China, Thailand or South Korea. The psychic distance conceptualisation and are next presented in 
Sub-section 4.4.2 below, as used in stages 1A and 2B. 











Figure 4-4: Dendrogram of cultural similarities 
 Psychic distance 
This thesis adopted Evans et al.’s (2000) and Sousa and Bradley’s (2008) approaches for assessing 
the psychic distance between countries. This has been defined as “the individual’s perception of 
the differences between the home country and the foreign country” (Sousa & Bradley 2005, p. 44). 
Psychic distance is therefore highly subjective in terms of the individual’s experience and should 
not be measured via objective indicators such as publicly-available statistics on economic 
development, level of education or language (Sousa & Bradley 2008). That is, two people with the 
same cultural background could have variant perceptions of the differences between the home and 
foreign country because of different personal experiences.  
In this thesis, the psychic distance assessment was used to support the selection of products’ 
alternative COOs, which was initially based on the literature review, the availability of examined 
products from these countries in Australia as determined by the researcher, and cultural distance 
(as discussed in Sub-section 4.4.1). A 7-item measure of psychic distance was also adapted (Sousa 
& Bradley 2005) to assess perceptions of cultural similarities between three country pairings 
(Vietnam/China and South Korea; Vietnam/China and Thailand; and Australia and New Zealand). 
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Perceived levels of similarities between these countries were also evaluated in respect of: 1) 
climatic condition; 2) consumer purchasing power; 3) consumer lifestyles; 4) consumer 
preferences; 5) level of literacy and education; 6) language; and 7) cultural values, beliefs, attitudes 
and traditions. In Stage 1A, psychic distance was discussed in the focus groups, while in Stage 1B 
it was empirically examined as part of the online survey.  
Findings from stages 1A and 1B (see sections 5.2 and 5.3) indicated that Thailand is culturally-
similar to Vietnam, South Korea is culturally-similar to China, and New Zealand is culturally-
similar to Australia. Thus, in the main research stages (2A and 2B), Vietnamese migrant consumers 
assessed products from Vietnam, Thailand, Australia or New Zealand, while Chinese migrant 
consumers assessed products from China, South Korea, Australia or New Zealand.  
 Ethical considerations 
Prior to collecting data for this thesis (across all research stages), ethics approval was obtained 
from the Faculty of Business and Law sub-committee of Deakin University’s Human Research 
Ethics Committee. This project was deemed low-risk and approval was subsequently granted for 
all four research stages. As part of the corresponding ethics process, participants in Stage 1A 
received a Plain Language Statement and Consent form (PLSC) and a copy of the proposed 
interview questions (i.e. interview protocol). The PLSC outlined the aims of the research, the 
benefits of participating, how the collected data would be used, potential risks, and background 
information about the research team. The PLSC also emphasised the anonymous and voluntary 
nature of participation.  
These elements were respecified in the initial focus group discussions, where participants were 
reminded that they could withdraw from the study at any time. Participants were required to sign 
the PLSC before the research commenced, with one copy retained by them and another by the 
researcher. The PLSC also explained that should participants wish to make a complaint about any 
aspect of the project including how it was being conducted, they could contact Deakin University’s 
Office of Research Integrity. Based on the English proficiency of participants in this primary 




Across stages 1B, 2A and 2B, survey data were conducted online, with respondents first given a 
Plain Language Statement (PLS) (available in English, Chinese and Vietnamese) that explained 
the research aims (across each relevant research stage), questions the respondents would be asked, 
the benefits of participating, how the collected data would be used, potential risks, and background 
information about the research team. Respondents were then asked whether they fully understood 
the PLS, and advised that their completion and submission of the survey was taken as their consent 
to participate. Respondents were also informed that they could stop completing the survey at any 
time, but that they would not be able to withdraw after they had submitted their feedback.  
 Stimuli development research stages design 
Stages 1A and 1B were designed to develop stimuli and country selection for the main survey. 
Stage 1A involved two separate focus groups with Vietnamese and Chinese migrants in Australia 
to develop the stimuli materials, via a structured questionnaire to be refined and used in the main 
research (Bryman 2008). As the initial exploratory phase, this qualitative approach was used to 
detect any obvious issues related to questionnaire design, and to provide further insights for the 
quantitative data (see Section 4.2). The Stage 1A research design, materials and data analysis, is 
next presented in Sub-section 4.6.1.  
Stage 1B involved an online survey to confirm the suitability of the stimuli and countries selected 
(i.e. home, host, home culturally-similar and host culturally-similar countries). This feedback was 
taken into consideration when deciding on changes to Stage 1B’s research design, as further 
discussed in Sub-section 4.6.2.  
 Stage 1A design – qualitative approach   
The focus groups in this stage enabled a more nuanced understanding of Vietnamese and Chinese 
migrant consumption behaviours in the Australian marketplace. In particular, these findings were 
used to assess the suitability of draft materials (i.e. product types, product stimuli and selected 
countries) to be used in later stages. This qualitative phase sought information on:  
• What is the role of COO when consumers evaluate and purchase the targeted products? 
• Do the participants have any concerns about the products proposed to be tested?  
106 
 
• Are there any differences in their perceptions of target country cultures, and if so does this 
align with findings in the literature?  
4.6.1.1 Focus groups 
This thesis employed focus groups as the qualitative phase to develop more insights into 
respondents’ perceptions of the proposed products and countries to be examined. According to 
Denscombe (2014, p. 115), a “focus group consists of a small group of people, usually between 
six and nine in number, who are brought together by a trained moderator (the researcher) to explore 
attitudes and perceptions, feelings and ideas about a topic”. It has also been suggested that the core 
aim of focus groups is to collect high-quality data in a social context (Patton 2005), which 
primarily helps to understand a specific problem from the perspective of the research participants 
(Khan & Manderson 1992). Thus, focus groups can provide “a rich and detailed set of data about 
perceptions, thoughts, feelings and impressions of people in their own words” (Stewart, Rook & 
Shamdasani 2007, p. 140). They are also beneficial when a researcher seeks to analyse people’s 
understandings and experiences about an issue, including the reasons behind their particular 
pattern of thinking (Kitzinger 1995).  
Furthermore, a focus group provides “a more natural environment than that of individual interview 
because participants are influencing and influenced by others – just as they are in real life” 
(Krueger & Casey 2009, p. 11), and often serves as a preliminary step for survey research (Morgan 
& Spanish 1984). One of the main benefits of using focus group research in conjunction with a 
survey is that this combined approach allows participants and potential respondents to explain the 
motivations for their attitudes, perceptions and preferences (Teague & Anderson 1995).  
However, like any data collection method, the focus group approach also has disadvantages such 
as question and time limitations, the need for a highly skilled moderator, the risk that some 
participants may not speak out, the level of inappropriateness for personal issues, the lack of 
confidentiality, the lack of suitability for micro-analysis, and the fact that it mostly occurs outside 
of more natural settings where social interactions normally occur (Patton 2005).  
After considering such advantages and disadvantages, a focus group was deemed as appropriate 
for this thesis, to help understand how Vietnamese and Chinese migrant consumers assess products 
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based on extrinsic cues like COO information, as well as their perceptions of alternative product 
stimuli and the similarities between the selected countries’ cultures.  
4.6.1.2 Sample size and recruitment 
Creswell (2014) identified that the sample size required in qualitative research depends on which 
approach is used. For example, Morgan (1996) specified that most focus groups: 1) use 
homogeneous strangers as participants; 2) rely on a relatively structured interview with high 
moderator involvement; and 3) have 6 to 10 participants per group. Although others have 
suggested there can be up to 12 participants per group (Krueger & Casey 2009). Such numbers 
better enable exploration of the depth and complexity of a phenomenon (Carlsen & Glenton 2011). 
This thesis adhered to such guidelines in relation to focus group size, with 9 Chinese and 10 
Vietnamese participants included in the two focus group sessions.  
As per recommendations made by both Calder (1977) and Morgan (1996), the composition of each 
focus group was mainly homogeneous in terms of participants’ characteristics and socioeconomic 
levels, but not in relation to consumption attitudes and behaviours to maximise interactions. In 
addition, the main purpose of focus groups is to generate information rather than statistical 
generalisation, a purposive sampling method was used as recommended by many researchers 
(Morgan 1997; Patton 2002). 
Focus group recruitment was conducted via snowball sampling, where initial participants 
recommend other potential participants, which reduce the risk of a lack of population 
representation (Aaker & Lawley 2007). In this thesis, the participants were required to have 
experience consuming the products proposed for assessment, within Australia. This ensured that 
they could discuss their actual behaviour as well as their experiences in relation to product 
consumption and evaluation (Creswell 2014).  
Initial contact with potential participants was made via email to 4 Vietnamese and 1 Chinese friend 
of the researcher, all living in Geelong, Victoria and studying/working at Deakin University. They then 
forwarded this information to other friends in their networks, who were born in Vietnam or China and 
were living in Australia, and also studying or working at Deakin University in Geelong, Victoria. This 
email included an introduction to the project and an invitation to the focus group. It also explained 
that their decision to participate in the project was entirely voluntary and provided the PLSC 
approved by Deakin University’s Human Research Ethics Committee (Ethics project ID: BL-EC. 
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57-15) (see Appendix 1). These documents were emailed in both English and Vietnamese or 
Chinese to ensure potential participants fully understood the content including their roles in this 
thesis (Mendez & Font 2014). They were also informed that they would receive a $10 gift card for 
their participation.  
Overall fourteen emails were sent to potential Vietnamese participants and 15 to potential Chinese 
participants, to ensure sufficient numbers and reduce the risk of having to cancel the sessions 
(Stewart, Rook & Shamdasani 2007). These focus group samples were designed to include:  
• people of Vietnamese or Chinese ethnic background, over 18 years old, currently living in 
Australia 
• a wide age distribution 
• gender balance 
• a mix of students and non-students for a more diverse range of views 
• consumers that had previously bought the proposed products (i.e. instant noodles, soy sauce 
and socks). 
4.6.1.3 Focus group protocol and materials 
Each focus group consisted of three main phases: 1) participants discussed quality perceptions and 
purchase intentions of the three products (i.e. soy sauce, instant noodles and socks), from five 
selected countries (Vietnam/China, Thailand, South Korea, Australia, and New Zealand); 2) 
participants discussed their assessment of cultural similarities between the alternative countries; 
and 3) participants discussed and evaluated the proposed stimuli (i.e. whether they reflected real 
soy sauce, instant noodles and socks in the Australian market).  
Each focus group ranged between 75 and 90 minutes in length. The first 10 to 15 minutes were 
used for open discussions, to build familiarity and comfort among the participants, and to allow 
them review and sign the PLSC (Wright & Crimp 1995). Participants were then informed that once 
the focus group was completed, they would be given a $10 gift card from the Coles Myer Group. 
The number of questions was kept to a minimum to ensure that each focus group had enough time 
to explore each question (Patton 2002). These sessions were held in Deakin University meeting 
rooms, allowing free seating arrangements at a round table to facilitate interactions (Wright & 
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Crimp 1995). Water and snacks were also served to create a more welcoming and comfortable 
environment.  
The following questions guided both of the focus group discussions:  
1. How often do you buy (soy sauce/instant noodles/socks)? (referred to as ‘the product’) 
2. What do you look for when you are planning on buying these products? 
3. What do you think about the role of product COO when evaluating and purchasing these 
products? 
4. Have you ever changed the product you are familiar with because of where the product was 
made? 
5. What do you think of your level of involvement with the product? 
6. Do you perceive any similarities between Vietnam/China and Thailand, Vietnam/China 
and South Korea, and Australia and New Zealand?  
7. What indicators do you consider when judging similarities between these countries’ 
cultures?  
Each focus group was shown eight different stimuli, one at a time, representing soy sauce, instant 
noodles and socks from Vietnam/China, Thailand, South Korea, Australia and New Zealand. The 
products from Australia and New Zealand were presented via one version using only English 
wording on the packaging, while those from Vietnam/China, South Korea and Thailand were 
presented via two versions: one in English and the other containing both English and home country 
language. After observing each stimulus, participants explained whether they thought the picture 
reflected a product available in the Australian market, to assess the realism of the stimuli. Figure 
4-5 below provides examples of the pictures of instant noodles, soy sauce and socks presented in 










One of the most important components of focus groups is the moderator (i.e. the person who 
facilitates the focus group). It has been contended that they should be knowledgeable and expert 
at managing the focus group (Morgan 1997). Some authors such as Seal et al. (1998) and Morgan 
(1997) have suggested that a moderator needs to: 1) be non-judgemental about participant 
responses; 2) respect the participants; 3) be open-minded; 4) have adequate knowledge about the 
project; 5) possess good listening skills; 6) have good leadership skills; 7) have good observation 
skills; 8) be able to show patience and flexibility; and 9) be sensitive to participant needs. As a 
Vietnamese migrant in Australia since 2010, who has more than five years’ work experience as a 
professional marketer, this researcher was deemed as suitable to moderate the two focus groups. 
This better ensured the quality of the data generated, and also allowed for follow-up and probing 
questions to explore issues in more detail.  
4.6.1.4 Data analysis 
Focus group data analysis is often a complicated process due to the complexity of tracing different 
participants’ opinions. Careful analysis is needed to ensure that all participant comments are 
interpreted within the context of the group discussion (Morgan & Krueger 1998). According to 
Kitzinger (1995), analysing focus groups is the same as for other qualitative self-report data; in 
that the researcher collates and compares similar themes, examining how these relate to the 
variables of interest.  As with other qualitative data, it is not appropriate to produce percentages 
from focus group data; instead it is important to try to distinguish individual opinions that are 
divergent from the group consensus. Such diverging may yield insights into a problem or an idea 
for further inquiry; thus attention should be given to minority opinions not fitting with the 
researcher's core theory.  
In this thesis, the qualitative phase was a smaller component of the larger quantitative phase, where 
its main purpose was to address issues in the research design for the quantitative phases. As such, 
narrative analysis was deemed the appropriate approach for assessing the two focus groups 
(Breakwell 2008; Kawulich 2004; Polkinghorne 1995). The primary aim of narrative analysis is 
to discover repeated similarities in participants’ stories (Bernard 2013), assisting the researcher to 
derive meaning via narrative reading or writing of textual data (Kawulich 2004). In the narrative 
context, it is suggested that the researcher not analyse the data on a question by question basis 
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when reporting on it, but rather in a topically or chronologically organised manner (Merriam 
1998), with key themes illustrated via selected quotes (Kawulich 2004).  
Thus, the focus group results in this qualitative phase was a combination of both narrative 
summaries explaining participant opinion towards product and country selection (those initially 
chosen based on the literature review), and corresponding participant quotes. This data analysis 
process began immediately after the group sessions, to effectively identify key themes as 
recommended by Anderson and Anderson (1998). Participant responses were recorded and 
supported by the researcher’s hand-written notes. The recording of focus group discussions has 
also been deemed important (Rice & Ezzy 1999), as it allows the researcher to refer back to the 
full quotes. Rubin and Rubin (2011) also recommended taking detailed notes during focus groups, 
where the co-recording of these discussions then ensures data quality with thin the detailed notes 
where significant points are highlighted (Merriam & Tisdell 2015; Morgan 1997).  
 Stage 1B design – survey for stimuli development 
Stage 1B employed a quantitative approach and was conducted via an online survey targeting 
samples of Vietnamese and Chinese migrants. It was designed to validate the applicably of the 
countries selected for inclusion in this thesis (see Section 4.4), assessing respondents’ perceptions 
of the realism of the stimuli being tested to ensure their external validity.  
4.6.2.1 Subjects and data collection method 
Respondents in Stage 1B were sourced via a convenience sample process, which is often used for 
pilot surveys (Zikmund & Babin 2007). There are various methods that can be used to estimate 
the appropriate sample size for stimuli development (Israel 1992). However, Hertzog (2008) 
cautioned that this is not a simple or straightforward decision to resolve because these types of 
studies are influenced by many factors. Despite such complexity, Baker (1994) concluded that 
10% of the actual study sample size is often reasonable for a pilot study, while Isaac and Michael 
(1995) recommended 10 to 30 participants for the piloting phase. This thesis adopted Baker’s 
(1994) recommendation, striving for at least 32 participants from each migrant group for the pilot 
phase (i.e. 10% of targeted 320 participants in each migrant group for the main survey in Stage 2B 
– see Section 5.5).  
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Furthermore, Verlegh and Steenkamp (1999) contended there often is no difference in the impact 
of the results when using student samples in COO studies, as compared to general consumer 
samples. Thus, at this thesis’s pilot stage the participants were recruited via Vietnamese and 
Chinese student associations at Deakin University. An email invitation was distributed to 
representatives of the one Vietnamese and two Chinese student associations, who agreed to pass 
on the link to other members via these organisations’ Facebook pages and other forums. This 
ensured the email invitation came from a known source and was therefore more likely to be taken 
seriously and responded to (Rettie 2002).  
4.6.2.2 Questionnaire design 
The questionnaire was self-administered and was hosted on the Qualtrics platform (see 
http://www.qualtrics.com). Qualtrics enables researchers to include skip logic and add a range of 
scale formats, which allows the questionnaire to be more interactive and relevant to respondents 
(Zikmund et al. 2013), and also helps to reduce data entry errors. The rule of thumb when designing 
a web-based questionnaire is that it must be appealing yet simple, and the design must not distract 
from the questionnaire content (Cobanoglu & Cobanoglu 2003). Moreover, Yammarino et al. 
(1991) and Galesic and Bosnjak (2009) highlighted that the response rate can drop when the 
questionnaire is too long. Deutskens et al. (2004) also found that longer surveys have lower 
response rates. Such potential issues were therefore factored into this thesis’s questionnaire design, 
where the survey length was as short as possible to maximise participation.  
This thesis’s Stage 1B questionnaire consisted of four sections (see Appendix 2). The respondents 
were first provided an introductory statement and information sheet (separated from the 
questionnaire) explaining the research and verifying that completing and submitting the 
questionnaire would be taken as an indication that they had agreed to participate. As the 
recruitment strategy involved Chinese and Vietnamese university students in Australia, it was 
assumed that they had sufficient English to answer the survey in English. 
Section 1: Demographic information. Respondents were asked three screening questions: 1) are 
they over 18 years of age; 2) have they been in Australia for at least 12 months; and 3) how they 
would classify their generational status in Australia, as first, second, or third-plus. The item asking 
about migrant respondents’ generation classification was adapted from Anderson and Blinder 
(2011) and the ABS (2013b).  
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Section 2: Consumer perceptions of stimuli realism. This section explored respondents’ 
assessments of the stimuli materials. They were provided a picture of a soy sauce bottle/three pair 
of socks and were asked: “Assume that you are looking for soy sauce/socks. Please indicate your 
level of agreement or disagreement with the following statements” (see Table 4-3 below). The 
pictures represented products that were made in Vietnam or China, as well as South Korea, 
Thailand, New Zealand or Australia. Each respondent assessed five pictures across the five 
relevant countries for each product, resulting in five sets of questions in this section.  
The perceived realism scale was adapted from Potter (1988) and Busselle (2001), used to confirm 
whether respondents believed the stimuli materials were realistic and therefore externally valid. 
The items were assessed on a 7-point response category from 1“strongly disagree” to 7 “strongly 
agree”.  
Table 4-3: Stage 1B - perceived realism items 
 
The mean score of the above three items was used to measure perceived realism of the stimuli 
materials. This value was then compared with the test value of 4 (i.e. neither agree nor disagree in 
the 7-point scale) using a one-sample t-test. If the mean score was statistically significantly greater 
than 4, it would indicate that the respondents perceived the picture and information for soy 
sauce/socks stimuli from a specific country to be realistic.  
Section 3: Individual perceptions of cultural similarity (i.e. psychic distance). This section 
evaluated respondents’ assessments of the cultural similarities between China/Vietnam and South 
Korea/Thailand, and between Australia and New Zealand. It was formerly highlighted in Sub-
section 4.4.1 that based on the cultural distance theory as proposed by Hofstede (2013), South 
Korea and Thailand can be considered to be culturally-similar countries to Vietnam or China, and 
New Zealand is culturally-similar to Australia. This section of the questionnaire sought to confirm 
whether these perceptions existed at the individual level (i.e. psychic distance).  
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As discussed in Sub-section 4.4.2, this thesis adapted the 5-point psychic distance scale from 
previous studies (Klein & Roth 1990; Sousa & Bradley 2005) to assess respondent perceptions of 
similarities between the five country pairings: Vietnam to South Korea, and Vietnam to Thailand 
(to determine culturally-similar to home country among Vietnamese migrants); China to South 
Korea, and China to Thailand (to determine culturally-similar to home country among Chinese 
migrants); and Australia to New Zealand (to determine culturally-similar to host country). The 
corresponding instructions stated: “We would like your opinion about the similarities of [Country 
A] and [Country B] across seven following indicators. Using the scale Very similar = (1) to Very 
different = (5), select the number that best describes your feelings for the statement”. The seven 
indicator questions related to: 1) climatic condition; 2) purchasing power of consumers; 3) 
lifestyles; 4) consumer preferences; 5) level of literacy and education; 6) language; and 7) cultural 
values, beliefs, attitudes and traditions.  
The mean score from these seven items for each country pairing was then used as a measure of 
overall cultural similarity between that pair. This value was then compared to the test value of 3 
(i.e. the scale’s mid-point). If the mean value was less than 3, it was determined that the respondent 
perceived [Country A] to be culturally-similar to [Country B]. For example, if the mean value for 
overall cultural similarity between Australia and New Zealand is 2.5, it would be determined that 
Australia and New Zealand are similar with respect to the seven indicators mentioned above. This 
research stage sought to assess whether South Korea or Thailand should be selected as culturally-
similar to Vietnam and China. Thus, after the mean values for the overall cultural-similarity 
between Vietnam/China and South Korea and Vietnam/China and Thailand were calculated, a 
paired sample t-test was applied to compare the two distances (Vietnam/China to South Korea 
versus Vietnam/China to Thailand). If the gap in psychic distance of Vietnam/China to South 
Korea and Vietnam/China to Thailand was statistically significantly greater than 0, it would 
indicate that the respondents perceived one of these countries as a more culturally-similar country 
to Vietnam/China.  
Section 4: Opportunity to enter the prize drawing. The last section of the questionnaire was a 
thank-you note, where respondents that wanted to enter a prize draw to receive one of eight $30 
gift cards were asked to provide their contact details. This contact information was kept in a 
separate data from their survey responses.  
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4.6.2.3 Data analysis 
The thesis used version 24 of the Statistical Package for Social Sciences (SPSS) to conduct data 
analysis in stages 1B, 2A and 2B. This software includes a comprehensive range of statistical tools 
and has been widely used and is largely accepted by social researchers as a data analysis tool 
(Zikmund et al. 2013).  
Perceived realism and psychic distance are multi-item scales; thus, they must be tested to ensure 
reliability (i.e. consistency between measures of the same trait) (Zikmund & Babin 2007). 
Assessing the reliability of measures is important to ensure the quality of the study’s research 
instruments (Hair, Bush & Ortinau 2003). This thesis used Cronbach’s alpha, a reliability 
coefficient that reflects how well a set of items for each concept are positively correlated to one 
another (Zikmund & Babin 2007), to confirm the reliability of the scales used in stages 1B, 2A 
and 2B. Cronbach’s alpha is a widely used method to assess how well a set of items are correlated 
to one another (Zikmund & Babin 2007). The value of Cronbach’s alpha ranges between 0 and 1; 
and the higher the value, the higher the internal consistency between the scale items. Nunnally and 
Bernstein (1994) recommended that an alpha of 0.7 is indicative of the internal consistency of the 
items in the scale.  
In addition, a one-sample t-test analysis was employed in this research stage (i.e., Stage 1B) to 
understand respondents’ perceptions of the perceived realism of materials and cultural similarities 
between the pairs of proposed countries (sections 2 and 3 of the questionnaire respectively). Also 
called the ‘single-parameter t test’ or ‘single-sample t-test’, this is used to compare a value from a 
sample to a criterion measure (i.e. test value) (Zikmund et al. 2013). In this thesis, the test value 
of the perceived realism scale was determined as 4, and as 3 for psychic distance.  
Pair-sample t-test analysis was also employed in the thesis to determine which country (South 
Korea or Thailand) is considered more culturally-similar to the home country (Vietnam/China) 
(Section 3 of the questionnaire). This is often used to determine whether the mean difference 
between paired observations is statistically significantly different from zero (Zikmund et al. 2013). 
Lastly, it has been deemed important to identify the level of statistical significance (often 
expressed as the ‘p-value’) that helps determine whether the result (e.g. paired-sample t-test and 
one-sample t-test) is statistically significant (Anderson et al. 2014; Zikmund et al. 2013). This 
value can be interpreted as the probability of obtaining those results if the null hypothesis was true 
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(i.e. when sampling is random) or as the probability of obtaining those results by chance (i.e. when 
sampling is less than random) (Anderson et al. 2014). The ideal value of this probability runs 
between 0 and 1; and the closer to 0, the lower the probability of the results if the null hypothesis 
is true, and the lower the probability of it being a chance result. 
A cut-off point of 0.05 (i.e. representing a 5% chance of the significant results being wrong and/or 
5% probability the results are due to chance) is widely used in social science research, although 
probabilities as high as 0.10 may also be used. Fisher (1925) advocated p-value as less than 0.05 
as a standard level for concluding there is evidence against the tested hypothesis, though not as an 
absolute rule. This author also stated: “If p-value is between 0.1 and 0.9, there is certainly no 
reason to suspect the hypothesis tested. If it is below 0.02 it is strongly indicated that the hypothesis 
fails to account for the whole of the facts. We shall not often be astray if we draw a conventional 
line at 0.05 ...” (p.80). Weinberg and Abramowitz (2002) also suggested that an alpha level greater 
than 0.1 (i.e. 10% probability results are due to chance) should be considered an insufficient level 
to employ at a significant level.  
Furthermore, it has been argued that significance levels should be founded on the whole context 
of the experiment (e.g. scientific, economic, aims, limitations, sample size). For example, Moore 
and McCabe (1999) highlighted that sample size strongly influences the p-value of a test. That is, 
an effect that fails to be significant at a specified alpha level in a small sample can be significant 
in a larger one (Moore & McCabe 1999). It has also been suggested that when all things are equal, 
standard errors are larger in smaller datasets; thus, it then makes more sense to choose 0.1 as the 
cut-off (Noymer 2008).  
Due the different sample sizes in each research stage of this thesis, the different cut-off points were 
dependent on the situation they applied to. In most of the tests (i.e. pair-sample t-test, one-sample 
t-test and MANCOVA) where the p-value was less than 0.05, researchers would report a p-value 
< 0.05. However, given the small sample size across both migrant groups and the limited 
understanding of the relationship examined (i.e. from 12 to 46 data per cell – see Table 5-31) for 
MANCOVA in Stage 2B, a cut-off point of 0.1 was considered. By setting the alpha level at 0.1, 
it enabled the researcher to delve further into potentially valuable results stemming from 
interactions between home and host orientation and COO effects. Although to reduce the risk of 
accepting too many ‘significant results’ when multiple tests are done, the Bonferroni correction is 
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often used in MANCOVA analysis. This estimates a lower p-value for rejecting a null hypothesis 
(i.e. instead of settling for a standard p-value such as 0.05 instead of 0.1), and the estimated p-
value is then a function of the number of tests intended (the ‘initial-value’).  
 The main research – Stage 2A (pre-test) and Stage 2B (field survey) 
Among the different data collection methods available for causal research, experiments have been 
determined as best-suited to assess cause and effect (Hair, Bush & Ortinau 2003). Such an 
experiment was used in this thesis for the main research in stages 2A and 2B. Churchill and 
Lacobucci (2004) explained that such an experiment is “taken to mean a scientific investigation in 
which an investigator manipulates and controls one or more independent variables and observes 
the dependent variable or variables for variations concomitant to the manipulation of the 
independent variables” (p. 128). Furthermore, according to Iacobucci et al. (2015), an experimental 
design “is one in which the investigator manipulates at least one independent variable” (p. 129) 
and “…are still considered by philosophers of science to be the gold standard for testing causal 
relationships” (p. 2).  
 Experimental design for the field survey 
There are two main types of experimental design: 1) within-subjects design (or repeated measures); 
and 2) between-subjects design (or independent measures) (Field & Hole 2003). In a within-
subjects design experiment, each individual is “exposed to more than one of the treatments being 
tested, whether it be playing a game with two different parameter values, being treated and 
untreated, answering multiple questions, or performing tasks under more than one external 
stimulus” (Charness, Gneezy & Kuhn 2012, p. 1). Causal estimates are obtained by examining 
how individual behaviour changes when the circumstances of the experiment change. However, 
within-subject designs may lead to spurious effects, as respondents are often exposed to multiple 
treatments. Accordingly, they might act in accordance with some standard pattern, or attempt to 
provide an answer to satisfy their perceptions of the experiment’s expectation. This is known as 
“demand effect” (Charness, Gneezy & Kuhn 2012, p. 2)  
In contrast, when performing an experiment via a between-subjects design, each individual is 
exposed to only one treatment (Field & Hole 2003). Causal estimates are obtained by comparing 
the behaviour of those in one experimental condition with the behaviour of those in another, on 
119 
 
condition that group assignment is random (Charness, Gneezy & Kuhn 2012). The scores of 
individuals within between-subjects designs are therefore not influenced by practice or fatigue. 
However, the problem with between-subjects design is that statistical power can be difficult to 
obtain (Charness, Gneezy & Kuhn 2012) because each group’s respondent can only provide one 
independent data point. These field experiments also generally draw on smaller samples, resulting 
in limitations in relation to testing a large set of parameters (Charness, Gneezy & Kuhn 2012).  
Charness et al. (2012) argued that between-subjects experiments are preferable whenever feasible, 
as a between-subjects design often represents more conservative testing. However, within the 
literature, Chéron and Propeck (1997) suggested that a between-subject design increases the effect 
size in COO studies, due to a demand effect. The main strengths and weaknesses of between-
subjects and within-subjects designs are summarised in Table 4-4 below.  
Table 4-4: Strengths and weaknesses of between-subjects and within-subjects experiment 
designs (Field & Hole 2003) 
 Between-subjects design Within-subjects design 
Strengths 
• Simplicity  
• Less chance of practice and 
fatigue effects  
• Useful when it is impossible 
to participate in all 
experimental conditions 
• More power or less required 
respondents 




• Expense of respondents’ 
numbers 
• Less sensitive to 
manipulations  
• Carry-over effects from one 
condition to another (practice 
and fatigue) 
• Need for reversible conditions 
• Demand artefacts  
Due to the range of weaknesses and strengths for both, this thesis’s field survey in Stage 2B used 
between-subjects designs. The main research in Stage 2B studied two migrant groups (Vietnamese 
and Chinese) in relation to two product types (culturally-bound and culturally-neutral) and four 
product COOs (home, host, home culturally-similar, and host culturally-similar). When examining 
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each COO, the research used the between-subjects design because a separate group of subjects was 
examined. Even though respondents were also asked to assess both soy sauce and socks from the 
same country setting, this thesis does not seek to statistically test the responses between the two 
sets of goods. A summary of the experimental design for the main research in this thesis is 
presented below in Figure 4-6. 
Furthermore, there were four main reasons why this experiment used an online survey. First and 
second, surveys have been deemed most appropriate for research questions about self-reported 
beliefs or behaviours, and can also be designed to capture a broad information on diverse topics 
(Neuman 2011). That is, most surveys ask many questions at once, thereby measuring many 
variables. This allows the gathering of descriptive respondent information and the testing of 
multiple hypotheses in a single survey, generally meaning an inexpensive and efficient data 
collection process, and an accurate way of evaluating data about a population (Zikmund & Babin 
2007). Third, the survey distribution method has been recognised as simple to administer 
(Malhotra 2010). Fourth, most prior COO research has used a survey methodology to collect data 
(e.g., Ahmed & d'Astous 2004; Ahmed et al. 2004; Hui & Zhou 2003; Josiassen, Lukas & Whitwell 
2008; Lin & Chen 2006; Pappu, Quester & Cooksey 2006; Parkvithee & Miranda 2012; Phau & 





Figure 4-6: Experimental design for the main research 
 Variables measure scales 
This section explains the process that was used to select constructs and measurement scales for 
this thesis. Churchill Jr (1979) recommended that researchers “include items with slightly different 
shades of meaning because the original list will be refined to produce the final measure” (p. 68). 
Furthermore, the literature review of COO studies by Roth and Diamantopoulos (2009) identified 
a widespread use of various adapted scales in extant research.  
4.7.2.1 Dependent variables – perceived quality and purchase intention 
As discussed in Sub-section 3.2.1, perceived quality and purchase intention have been determined 
as two of the most common dependent measures of COO effects, as used in this thesis. Perceived 
quality has been defined as an overall evaluative judgement of a product (Steenkamp 1990), and 
purchase intention as the perceived likelihood of purchasing products (Haque et al. 2015).  
Within the COO literature there does not appear to be any consensus on the dimensions used to 
measure perceived quality (Hui & Zhou 2002, 2003; Lim, Darley & Summers 1994). As 
recognized by Chéron and Propeck (1997) in their COO literature review, various ratings, 
indicators and dimensions have been used der to measure perceptions of quality. For example, Hui 
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and Zhou (2002) established three main indicators of bad/good, unfavourable/favourable and 
unreliable/reliable, rated on a 7-point scale. Furthermore, Hui and Zhou (2003) recommended the 
use of reliability, workmanship and durability as quality dimensions for highly complex or durable 
goods (i.e. electronic products).  In contrast, Ahmed et al. (2004) focused on taste, prestige and 
quality when assessing perceived quality for fast-moving consumer goods (i.e. bread and coffee). 
Such diversity suggests that criteria for assessing perceived product quality should be based on 
product-specific criteria, which has to be tested to ensure reliability (Malhotra 2010). In the context 
of this thesis, there was no single item for perceived quality that was well-suited to both types of 
products being assessed. Thus, each product used a different set of quality indicators, drawn from 
within the literature and deemed as most applicable to that type.  
In addition to deciding on the most appropriate dimensions, the most relevant rating scale has to 
be selected. A rating scale is a measurement that enables respondents to evaluate the magnitude of 
a characteristic or quality (Zikmund & Babin 2007); they place an object along a continuum, which 
also enables evaluation of the strength of the individual attitude. Rating scales are now recognised 
as the most common means of measuring attitudes within marketing research (Zikmund & Babin 
2007). In this thesis, the measure of attitudes regarding perceived quality and purchase intentions 
were assessed using a semantic differential scale; comprised of a series of 7-point rating scales 
with bipolar items anchoring each end (Zikmund & Babin 2007). Reliability tests were used to 
assess the degree that the items consistently capture perceived quality.  
For the socks product type in this thesis, seven quality dimensions were chosen from those 
previously applied to apparel in other COO studies (e.g., Ahmed & d'Astous 2004; Parkvithee & 
Miranda 2012), as well as those specifically applied to socks (e.g., Pardeep 2010; Rayman, Burns 
& Nelson 2011). For soy sauce, the quality indicators were drawn from those previously used to 
assess foods within a COO context (e.g., Ahmed et al. 2004; Chryssochoidis, Krystallis & Perreas 
2007; Ozretic-Dosen, Skare & Krupka 2007; Yeh, Chen & Sher 2010), including one that had been 
applied to soy sauce (e.g., Ahmed et al. 2004; Kwok, Uncles & Huang 2006). Table 4-5 presents 
the dimensions used in this thesis to measure perceived quality of socks and soy sauce, including 
the sources of these items. 
123 
 
Table 4-5: Dimensions for measuring perceived quality of socks and soy sauce 
 
Another dependent variable is purchase intention. In adherence to recommendations made in the 
methodological literature (Fuchs & Diamantopoulos 2009; Rossiter & Bergkvist 2009), this thesis 
used a single item to measure consumers’ purchase intentions. It has been suggested that “for 
measuring concrete attributes such as purchase intention, single-item measures are definitely 
valid” (Rossiter 2002, p. 314) (see also Bergkvist and Rossiter (2007)). Single items have also 
been deemed as easier to administer (Pomeroy, Clark & Philp 2001). Within the COO research, 
single-item scales have been widely used to measure purchase intentions (Diamantopoulos, 
Schlegelmilch & Palihawadana 2011; Parkvithee & Miranda 2012; Wong, Polonsky & Garma 
2008), especially in the case of low-involvement products (e.g., Ahmed et al. 2004; Chao 1998; 
Okechuku & Onyemah 1999). The respondents were asked to indicate their intention to buy soy 
sauce/socks on a 7-point scale, where 1 stood for ‘very unlikely to purchase’ and 7 for ‘very likely 
to purchase’.  
4.7.2.2 Independent variables – home and host culture orientations 
Within acculturation literature, more than 50 different scales have been used over the past 30 years 
(Matsudaira 2006). Most of these include a range of culturally-focused behaviours and attitudes or 
values, designed for one main ethnic group (e.g. Asian-Americans) or for an ethnic sub-group (e.g. 
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Vietnamese-Americans or Chinese-Americans) (e.g., Anderson et al. 1993; Barry 2001; Gupta & 
Yick 2001; Meredith et al. 2000; Nguyen, Messé & Stollak 1999; Nguyen & Von Eye 2002). As 
noted in Sub-section 2.3.3, acculturation is increasingly defined as a bi-dimensional concept, 
where migrants identify with both home and host cultural orientations simultaneously (Berry 2003; 
Rudmin 2009; Rudmin 2003). Both of these independent continuums (home and host cultures) 
change to varying degrees, allowing individuals to potentially maintain their original culture while 
participating in and adopting elements from the host culture (Rudmin 2003). The acculturation 
measure in this thesis consequently reflects the bi-dimensional approach (Matsudaira 2006), and 
includes two orthogonal subscales to assess respondent connections to both home and host cultures 
(Cuellar, Arnold & Maldonado 1995; Flannery, Reise & Yu 2001; Marín & Gamba 1996; Nguyen, 
Messé & Stollak 1999; Zea et al. 2003).  
More specifically, this thesis has used an adapted version of the bi-dimensional Acculturation 
Rating Scale for Mexican-Americans II (ARSMA-II) (Cuellar, Arnold & Maldonado 1995), for 
its focus on Vietnamese and Chinese migrants in Australia. ARSMA-II was considered most 
appropriate for this thesis because it is relatively short and has also been used in its original form 
or in modified forms across multiple cultural environments. The choice of this scale is based on 
three main reasons: 
(i) ARSMA-II is an orthogonal, multi-dimensional scale that allows respondents to 
evaluate their involvement in both home and host cultures independently, and produces 
a better understanding of how individuals balance both cultures across different 
domains (Cabassa 2003; Jones & Mortimer 2014).  
(ii) A review of use of the ARSMA-II from 1995 to 2013 by Jones and Mortimer (2014, p. 
397) indicated its adoption has grown over time. The number of studies using ARSMA-
II increased from 25 in 1995-2004 to 117 in 2005-2013. 
(iii) ARSMA-II has been tested and used among a wide range of migrant groups, not only 
Mexican-Americans or Hispanics (e.g., Chattaraman & Lennon 2008; Chattaraman, 
Lennon & Rudd 2010; Cuellar, Arnold & Maldonado 1995). For example, the English 
version of ARSMA-II has been adapted for English-speaking Arab-Americans (Jadalla 
& Lee 2012), Asian-Indians (Farver, Narang & Bhadha 2002) and Asian-Americans 
(Lee, Yoon & Liu-Tom 2006), and to also measure acculturation orientation among 
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second-generation migrants from China, Vietnam, India, Greece and Italy (Croy & 
Glover 2009).  
The ARSMA-II consists of two scales: 1) one that contains two measures assessing the host and 
home orientations; and 2) another that measures the concepts of marginality and separation. It 
appears that the second scale has been less frequently used in acculturation studies and that the 
two scales have also been used separately (Cuellar, Arnold & Maldonado 1995). For the purposes 
of this thesis, only the first scale was used, consisting of 30 items that assessed four acculturation 
factors: 1) language use and preference; 2) ethnic identity and classification; 3) cultural heritage 
and ethnic behaviours; and 4) ethnic interaction. These four factors are generally organised into 
two subscales that measure orientation towards the Mexican (i.e. home) culture and the Anglo 
culture (i.e. host). In former studies, the home dimension containing 17 items has been found to 
have a coefficient alpha of 0.88, while the host dimension with 13 items has been found to have a 
coefficient alpha of 0.83 (Cuellar, Arnold & Maldonado 1995). Each item on both dimensions is 
scored on a Likert scale from 1 (not at all) to 5 (extremely often or almost always); and for each 
subject, a mean home and host score is computed. The home (i.e. ℎ𝑜𝑜𝑜𝑜𝑜𝑜�������) and host median 
(i. e.ℎ𝑜𝑜𝑜𝑜𝑜𝑜) from the testing population are then compared with the rated value of home and host 
by each respondent. If the respondent has rated host greater than ℎ𝑜𝑜𝑜𝑜𝑜𝑜������, they are classified as high 
on host culture orientation and vice versa. Likewise, if the respondent has rated home greater 
than ℎ𝑜𝑜𝑜𝑜𝑜𝑜�������, then they are considered as high on home culture orientation and vice versa.  
As per former previous adaptions of the ARSMA-II for non-Mexican groups, the English version 
of ARSMA-II scale was modified here as follows: Mexican and Mexican-American were changed 
to Vietnamese (or Chinese) and Vietnamese-Australian (or Chinese-Australian) respectively. 
Table 4-6 below summarises this thesis’s adaptations of ARSMA-II. 
Table 4-6: Adapted ARSMA-II for Vietnamese and Chinese migrants in Australia 
No. Scale Items 
1 Home I speak Vietnamese/Chinese 
2 Host I speak English 
3 Home I enjoy speaking Vietnamese/Chinese 
4 Host I associate with Australians 
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No. Scale Items 
5 
Home I associate with Vietnamese/Chinese- and/or Vietnamese/Chinese-
Australians 
6 Home I enjoy listening to Vietnamese/Chinese language music 
7 Host I enjoy listening to English language music 
8 Home I enjoy Vietnamese/Chinese language TV 
9 Host I enjoy English language TV 
10 Host I enjoy English language movies 
11 Home I enjoy Vietnamese/Chinese language movies 
12 Home I enjoy reading (e.g. books in Vietnamese/Chinese) 
13 Host I enjoy reading (e.g. books in English) 
14 Home I write (e.g. letters in Vietnamese/Chinese) 
15 Host I write (e.g. letters in English) 
16 Host My thinking is done in the English language 
17 Home My thinking is done in the Vietnamese/Chinese language 
18 Home My contact with Vietnam has been … 
19 Host My contact with Australia has been … 
20 Home My father identifies or identified himself as Vietnamese/Chinese 
21 Home My mother identifies or identified herself as Vietnamese/Chinese 
22 Home My friends, while I was growing up, were of Vietnamese/Chinese origin 
23 Host My friends, while I was growing up, were of Australian origin 
24 Home My family cooks Vietnamese/Chinese foods 
25 Host My friends now are of Australian origin 
26 Home My friends now are of Vietnamese/Chinese origin 
27 Host I like to identify myself as an Australian 
28 Home I like to identify myself as a Vietnamese/Chinese-Australian 
29 Home I like to identify myself as a Vietnamese/Chinese 




4.7.2.3 Control variables – demographics information 
The COO literature suggests that demographics can assist in understanding the impact of COO on 
consumers’ product evaluations (Johansson, Douglas & Nonaka 1985; Wall & Heslop 1986). 
These four demographic variables were commonly used in the literature for such assessments: age; 
gender; education; and household income (e.g., O'Cass 2004; Parkvithee & Miranda 2012; 
Peterson & Jolibert 1995; Verlegh & Steenkamp 1999; Zolfagharian, Saldivar & Sun 2014). These 
were therefore included as control variables in this thesis, positioned at the end of the 
questionnaire. ANOVA was also performed to determine whether these demographic variables 
influence dependent variables, and significant characteristics were then integrated into the 
analysis.  
In terms of age, researchers such as Beaudoin, Moore and Goldsmith (1998), O'Cass (2004), and 
Phau (2014) have previously uncovered that younger consumers often have more positive attitudes 
towards imported apparel than older consumers. It has subsequently been argued that young 
consumers are less conservative, more cosmopolitan, have more information about and relations 
with other communities, and are more innovative (Phau 2014). This enables them to have more 
information about and be more familiar with a wider variety of products from different countries, 
which has been deemed as the first step in forming a positive attitude towards them. It has also 
been suggested that younger consumers are more globally-minded, display a lower level of 
prejudice towards foreign products, and are less likely to be nationalistic (e.g., Ahmed & d'Astous 
2001; Shimp & Sharma 1987). Although other studies’ findings have alternatively indicated that 
older consumers evaluate foreign products more highly than younger consumers (e.g., Bailey & 
Pineres, 1997). In this thesis, age was assessed using a categorical variable (i.e. less than 24, 25-
34, 35-44, 45-54, 55-64, and above 65). 
With regards to gender, Hung (1989) argued that in Western societies there is no evidence that 
gender causes differences when considering COO. Although other studies have instead suggested 
that male and female consumers have differing attitudes towards foreign goods (e.g., Good & 
Huddleston 1995; Sharma, Shimp & Shin 1995). For example, Johansson et al. (1985) found that 
US male respondents generally rate American cars more negatively than their female counterparts, 
instead appearing to prefer Japanese cars. This inconsistency aligns with Thakor and Pacheco 
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(1997) who reported that studies on COO in relation to gender have often produced mixed results. 
Thus, a dichotomous variable was used in this thesis to assess gender.  
Another influential demographic variable that has been common in past COO research is 
education. Most of these relevant studies have identified that consumers with higher levels of 
education assess foreign products more favourably than those with lower levels (e.g., Good & 
Huddleston 1995; Sharma, Shimp & Shin 1995; Wall, Liefeld & Heslop 1991). For example, 
Kaynak et al. (2000) posited that consumers with lower levels of education are more likely to 
consider the physical attributes of the product, while those with higher levels place more 
importance on augmented attributes of the product. It has therefore been recommended that 
particular attention be paid to the influence of education on the evaluation of specific products 
when examining differences in consumers’ COO perceptions (Ahmed & d'Astous 2001; Samiee 
1994). In response, in this thesis a categorical variable stemming from the Australian Census was 
used in the questionnaire to indicate the highest completed education level (i.e. primary school, 
secondary school, certificate level, advanced diploma and diploma level, bachelor degree level, 
graduate diploma and graduate certificate level, and postgraduate degree level) (ABS 2001).  
Lastly, it has been suggested that consumers with a higher level of income are generally more 
accepting of foreign products than lower-income consumers (e.g., Good & Huddleston 1995; Han 
& Terpstra 1988; Sharma, Shimp & Shin 1995). Income has also been found to affect the criteria 
used for product evaluation. For example, Kaynak et al. (2000) identified that most lower-income 
consumers consider all attributes when evaluating the product (intrinsic as well as extrinsic), while 
their higher income counterparts place more importance on the augmented attributes of the 
product. Thus, in this thesis a weekly household income measure, a categorical variable stemming 
from the Australian Census, was used to indicate income levels (i.e. less than $400, $400-$800, 
$800-$1000, $1000-$2500, and above $2500) (ABS 2001).  
4.7.2.4 Product involvement 
As discussed in Section 4.3, soy sauce and socks were chosen as the low-involvement products to 
be tested in this thesis. Even though it was already known by the researcher that these products are 
inexpensive and used as everyday consumption products, it was deemed important to validate 
whether Chinese and Vietnamese migrants perceive them as low-involvement products. Thus, 
three questions from Zaichkowsky’s (1994) bipolar-adjective affective/cognitive product 
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involvement inventory that is used to measure cognitive involvement were included in this 
questionnaire, to assess perceptions of product involvement. Similar items to these have been used 
in prior COO research (Parkvithee & Miranda 2012): 1) whether the product (soy sauce/socks) is 
low- or high-cost; 2) whether the product (soy sauce/socks) has no or a substantial effect on their 
lifestyle/standard of living; and 3) whether the respondent spends no or a significant amount of 
time researching before buying.  
 Questionnaire design  
A self-administered questionnaire was uses in this thesis to collect data for the pre-test in Stage 
2A as well as the final data collection in Stage 2B. This type of questionnaire has been defined as 
“a data collection technique in which the respondent reads the survey questions and records his or 
her response without the presence of a trained interviewer” (Hair, Bush & Ortinau 2003, p. 265). 
The justification for using a self-administered questionnaire here was based on three perceived 
advantages: 1) cost-effectiveness as it allows a wider geographical coverage (Neuman 2011); 2) 
its quick and economical use in comparison with other methods such as personal or telephone 
interview (Neuman 2011); and 3) the frequently successful use of this survey method in other COO 
studies (see Al-Sulaiti and Baker (1998) for a review). However, it has been acknowledged that 
there are some disadvantages with self-administered questionnaires, such as low response rates 
(Neuman 2011). Yet it was determined here that such issues could be overcome via the use of a 
commercial online panel provider and email approach to reach more potential respondents, as done 
in the main data collection phase of this field survey (i.e. Stage 2B).  
In this thesis’s questionnaire, each respondent was asked to assess two stimuli (i.e. soy sauce and 
socks) from the same country. This was designed to minimise any potential country effects 
associated with completing alternative country stimuli, and to reduce the need for larger sample 
sizes (i.e. n=640 respondents were required for each migrant group if each respondent only 
assessed one product). Furthermore, the order of the two products was rotated across the 
respondents to minimise order effects (Welch et al. 1992). Within each migrant group, the mix of 
products included home, host, culturally-similar to home and culturally-similar to host countries. 
The survey was developed in English and then translated into Vietnamese/Chinese and back-
translated into English to ensure functional equivalence. 
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At the beginning of the questionnaire, respondents were provided a short introductory statement 
which presented the title and explained the background and purpose of the project. They were also 
provided a link to the PLSC, and were informed that for web-based surveys like this, completing 
and submitting the questionnaire is taken as an indication that they fully understand and agree to 
participate in the research. 
The questionnaire consisted of four main sections: 1) respondents’ demographic profile; 2) soy 
sauce assessment; 3) socks assessment; and 4) respondents’ level of home and host culture 
orientation. The final additional section was a thank you note and prize drawing option. Pictures 
and descriptions of the products were embedded in the questionnaire, to help the respondents 
examine information related to the COO of these products (see Stage 2A - example of soy sauce 
stimuli Figure 4-7 and Figure 4-8 ). It did not matter if respondents were not familiar with a specific 
product from a specific country, as many previous COO studies have assessed attitudes towards 
unfamiliar brands (Han & Schmitt 1997). This is because consumers often have impressions of 
products and countries irrespective of whether or not they have direct experience with them 
(Andaleeb 1996). The details of each section of the survey are further described below, while 
Appendix 3 provides a full version of the questionnaire.  
Section 1: Respondents’ demographic information. This comprised of eight questions regarding 
respondents’ demographic characteristics, which was used for screening purposes and to provide 
the sample description. These questions related to age, gender, employment status, level of 
education, household income, length of residency in Australia, current citizen/visa status (i.e. 
temporary or permanent), and their migrant generational categorisation. Respondents were 
excluded from the final survey (Stage 2B) if they: 1) were under 18 years old; 2) had lived in 
Australia for less than one year; 3) were holding a temporary visa (e.g. visitors, students, short-
stay business, long-stay business); and 4) were not zero, first or second-plus generation 
Vietnamese/Chinese-Australians. Although for the pre-test part of the thesis (Stage 2A), 
respondents were included if they had a temporary visa and satisfied the other three screening 
questions. Further explanation of these screening questions is provided in Sub-section 4.7.4 (Stage 
2A) and Sub-section 4.7.5 (Stage 2B).  
Section 2: Soy sauce assessment. This section consisted of three questions, starting with one used 
to assess purchase involvement for soy sauce. The respondents were provided a picture and then 
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asked to assess their perceived quality and purchase intention of the soy sauce bottle from a specific 
country: Vietnam/China (i.e. home country), Thailand/South Korea (i.e. culturally-similar to home 
country), Australia (i.e. host country) or New Zealand (i.e. culturally-similar to host country (as 
explained in Sub-section 4.7.2.1).  
Section 3: Socks assessment. This section consisted of three questions to measure perceived 
quality and purchase intention for socks. The respondents were provided a picture and relevant 
information from a specific country – Vietnam/China (i.e. home country), Thailand/South Korea 
(i.e. culturally-similar to home country), Australia (i.e. host country) or New Zealand (i.e. 
culturally-similar to host country – and were asked about their quality perceptions and purchase 
intentions in relation to that socks product.  
Section 4: Respondents’ home and host culture orientation. This section assessed respondents’ 
level of home and host cultural orientation. As previously discussed in Sub-section 4.7.2.2, this 
thesis used an adapted version of the ARMSA-II (Cuellar, Arnold & Maldonado 1995) with 17 
items assessing home orientation and 13 assessing host orientation, across the following four 
acculturation domains: 1) language use and preference; 2) ethnic identification and classification; 
3) cultural heritage and ethnic behaviours; and 4) ethnic interaction.  
Section 5: Thank you note and prize drawing. The final section of the questionnaire consisted of 
a thank you note and a request for contact details if respondents wanted to enter the prize draw for 
one of the twelve the Coles Myer Group gift cards valued at $15 (for each migrant group). This 
information was kept in a separate file from their survey responses.  
 Stage 2A (pre-test) design 
Before running the field survey, the questionnaire design was pre-tested in Stage 2A. Such pre-
testing has been deemed as essential to minimise errors within research (Zikmund & Babin 2007). 
The pre-test also provides useful information on whether the instructions are clear (i.e. respondents 
understand the questionnaire), and allows an assessment of the scales. It enables researchers to 
verify that the instruments are well-formulated and provides an opportunity to overcome any 
deficiencies identified (Aaker 2010). Czaja (1998) contended that even when the questions and 
scales have been used in other research, a pre-test is still important because differences in 
respondents’ comprehension, and the burden of the survey and lack of interest in the topic may 
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arise. In the context of this thesis, the pre-test validates the reliability of the indicators to measure 
perceived quality and purchase intention (Hui & Zhou 2003; Lim, Darley & Summers 1994). To 
the best of this researcher’s knowledge, the adapted ARSMA-II home and host acculturation scale 
has not previously been used to assess Vietnamese and Chinese migrants’ acculturation orientation 
in Australia; thus, assessing the reliability and validity of the home and host culture orientation 
scale was especially important.  
At the end of each questionnaire section, respondents were asked to provide any additional 
comments in relation to: 1) questionnaire wording, to minimise confusion about the expressions 
used; and 2) any other concerns related to the survey design and questions. Examples of the 





Figure 4-7: Stage 2A - example of soy sauce stimuli 
 
Figure 4-8: Stage 2A - example of socks stimuli. 
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4.7.4.1 Subject and data collection method 
Meta-analysis of previous COO research identified there was no difference in COO effects based 
on use of student versus broader population samples (Liefeld 1993; Verlegh & Steenkamp 1999). 
Additionally, if the products studied are commonly purchased and used by students, there may be 
no reason to make a distinction between them and the general consumer population (Liefeld 1993). 
Thus, a convenience sampling method was employed for the pre-test in this thesis (Zikmund & 
Babin 2007). As per Baker’s (1994) recommendation, a targeted sample of at least 32 respondents 
(i.e. eight for each of the four alternative stimuli) in each migrant group was recruited for this 
online survey (i.e. 10% of expected minimum of 320 participants per group in the main survey in 
Stage 2B, as further discussed in Section 5.5).  
The respondents were sourced from Deakin University, and were either international students from 
Vietnam or China, or students whose family was of Vietnamese or Chinese descent. These 
participants were recruited via email, with this initial communication introducing the researcher, 
providing a brief overview of the study and the quantitative phase in particular, and inviting them 
to participate in the pre-test. This email also included a link to the questionnaire that was created 
in Qualtrics, which the respondents were invited to complete in either English or 
Vietnamese/Chinese. A follow-up email was then sent a week later, to try and prompt a response 
from those that had not yet completed the questionnaire.  
4.7.4.2 Data analysis technique 
Cronbach’s alpha is a widely used technique to assess how well a set of items are correlated to one 
another (Zikmund & Babin 2007), and was used to test the reliability of scales for this thesis’s pre-
test stage. This ensured there was consistency between multiple measures of the same trait (Hair, 
Bush & Ortinau 2003).   
 Stage 2B (field survey) design 
Stage 2B was the final research stage of this thesis, and was used to test the hypotheses as detailed 
in Chapter 3. It has been suggested that the sampling plan for such a field survey needs to consider 
the target population definition, sampling procedure and sample size (Churchill & Iacobucci 2004; 
Kumar, Day & Aaker 2002; Neuman 2011), and a discussion of the relevance of these within this 
thesis are presented in the following sub-sections.  
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4.7.5.1 Sampling population 
This thesis examined two migrant communities within Australia: Chinese and Vietnamese. Each 
migrant that was surveyed served as a unit of analysis for this thesis, with their individual level of 
orientation towards their home and/or host culture signifying their own unique consumption 
behaviour (Schwartz, Montgomery & Briones 2006). Only migrants that were citizens or 
permanent residents were recruited for this final stage, because their participation in the host 
country is different to those that hold a short-term visa (e.g. visitors, students, business and 
temporary residents).  
4.7.5.2 Sample size 
Prior to data collection, it is important to calculate the minimum sample size required to achieve a 
desired level of statistical power within a given model (Field & Hole 2003). Although such 
determination of the appropriate sample size is not simple, as the researcher must consider how 
precise these estimates need to be to help identify the level of statistical significance required for 
data analysis (see Sub-section 4.6.2.3), and what resources are available to collect the required 
data (Hair, Bush & Ortinau 2003). The final stage of this thesis used MANOCA as the main 
analysis technique to determine the difference between migrant groups (see Section 4.9 for further 
discussion). The corresponding research design involved a factorial COO experiment (4x2x2), 
with four COOs × two levels (high and low) of home culture orientation × two levels (high and 
low) of host culture orientation, separately assessed for the two products, which was run for each 
of the two dependent variables (perceived quality and purchase intention).  
It has been highlighted that to run a three-way MANCOVA, each cell needs to be sufficiently 
sized, and there should be more cases than number of dependent variables in each cell (Tabachnick 
& Fidell 2013). Swanson and Holton (2005) suggested that the optimal cell size should range from 
the minimum of 20 respondents per group, to six to ten times the number of dependent variables. 
Researchers therefore need to consider the number of respondents per cell to maintain adequate 
power to detect the differences between groups when using MANCOVA. Cohen (1988) discovered 
that 30 respondents per cell enables a large effect size of 0.8, while it has also been suggested that 
14 per cell provides an effect size of 0.5, with power of approximately 80% (Kraemer & Thiemann 
1987). Where the minimum number of data points per cell is seven, for at least 3 cells, and an 
effect size of 0.5, the MANCOVA would yield power of approximately 50% (Cohen 1988).  
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Past COO studies have used a variety of sample sizes and multiple methods to determine sample 
size. For example, Lin and Chen (2006) followed the suggestion by Roscoe et al. (1975), that 
samples should range from 30 to 500 respondents. Furthermore, Roth and Diamantopoulos (2009) 
argued that the average sample size across COO studies is 338, which has been found to be 
consistent with the sample sizes typically found in cross-sectional research. Based on the literature 
review, this thesis’s field survey in Stage 2B aimed to recruit 320 respondents for each migrant 
group. This is close to the average sample size in COO studies and enabled 20 respondents per cell 
for the MANCOVA. Thus, a total of 640 participants across the two migrant groups were 
anticipated to be involved in the field survey. 
4.7.5.3  Data collection method 
The online questionnaires were hosted on Qualtrics (an online questionnaire development and 
hosting platform), with links to the survey distributed via the convenience sampling method 
(Bickman & Rog 2008). One of the main advantages of the convenience sampling method is that 
it helps researchers gather the required data from a sizeable number of respondents in a relatively 
short time span (Hair, Bush & Ortinau 2003). The data for this thesis’s field survey was collected 
via the following three distribution channels:  
(1) Social media platforms and community websites. 
(2) Email invitations. 
(3) A commercial online panel. 
The first distribution channel involved social media platforms and websites commonly used by 
Vietnamese and Chinese migrant communities. Such channels are effective for extending the reach 
of an online survey, as they have the potential: 1) to increase the survey’s visibility to audiences 
that researchers already have emails or other contact details for; and 2) to be shared by others and 
thereby attract a wider range of respondents (Wright 2005). In this thesis, an invitation was posted 
on popular community forums and Facebook pages for Vietnamese migrants in Australia, with a 
request to refer to the online link to complete the survey, and to forward it onto their broader 
networks including family members. As this researcher is Vietnamese, this approach was only 
used for the Vietnamese community.  
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The second distribution channel was email invitation, which has been recognised as enabling better 
engagement and response rates than social media (Wright 2005). It is also increasingly recognised 
as a cost-effective data collection method (Rettie 2002). Given the well representation of 
Vietnamese and Chinese migrants in Australian universities ((DIBP) 2011a, 2011b; Ben-Mosche 
& Pyke 2012) as either students or staff, this distribution approach was also employed to recruit 
respondents for this thesis. Email addresses were sourced by searching the university’s public 
webpages for 70 common Vietnamese surnames1 and 100 common Chinese surnames2. All emails 
and names were then individually checked by this researcher, to ensure that only the correct names 
were included. For example, surnames that might be common in both Chinese and Korean (e.g. 
Lee) were excluded. An invitation letter was then emailed to potential respondents, which included 
a request for them to forward the survey link onto their broader networks. They were also informed 
that a reminder email would be automatically sent to them prior to the survey close-off, unless they 
specified that they did not want to receive this. 
The final distribution channel was a commercial online panel, which has been defined as “a pool 
of registered persons who have agreed to take part in online studies on a regular basis” (Goritz 
2004, p. 29). In basic terms, an online access panel makes use of the web survey technique to 
engage with previously recruited respondents who may be willing to participate again (Goritz 
2004; Loosveldt & Sonck 2008). To encourage these panellists to participate in the survey, a 
financial incentive is also often offered (Goritz 2004). Such an online panel was used in this thesis 
to: 1) increase the quality of the responses (Duffy et al. 2005; Goritz 2004), as the respondents are 
recruited by an independent commercial panel; 2) reduce “the cost associated with locating 
appropriate respondents and ensuring their immediate availability” (Goritz 2004, p. 327); and 3) 
reflect the increasingly common use of online panels in academic research (Couper 2000; Goritz 
2004; Vocino, Polonsky & Dolnicar 2015), including COO studies (e.g., Mueller, Danenberg & 
Remaud 2009). 
Nevertheless, there are some disadvantages with using these online panels. The main one is that 
qualified members may not be representative of the population at large (Hair, Bush & Ortinau 
2003; Loosveldt & Sonck 2008). Bias in the responses may also occur due to limited internet 
                                                 
1 https://en.wikipedia.org/wiki/Vietnamese_name  
2 https://en.wikipedia.org/wiki/List_of_common_Chinese_surnames  
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coverage and self-selection in the recruitment phase of new panel members (Couper 2000). Thus, 
researchers should be cautious regarding the degree of generalisability of the data stemming from 
online panel surveys. In this thesis, an online panellist was used to collect more data from 
Vietnamese respondents because of: 1) the extremely high expenses associated with finding 
appropriate respondents from both migrant groups; and 2) the use of email invitation provided 
sufficient data for analysis within the Chinese migrant group.  
This researcher emailed a link to the questionnaire to the online panel provider, which was then 
distributed to their panel members. Similar to the other data collection methods, prior to full access 
to the online questionnaire, respondents were given a brief overview of the rationale for this thesis 
including ethical considerations. The ethical details emphasised the anonymous and voluntary 
nature of participating in the thesis, and it was also explained that by clicking through to the next 
section, respondents agreed to take part in the survey. The additional information statement made 
it clear to respondents that they were free to discontinue their participation at any stage. 
 Validity and reliability testing 
Validity 
Validity assesses how well a test measures what it claims to measure (Zikmund & Babin 2007). 
Internal validity is the extent that the manipulation of an independent variable is the sole cause of 
change in a dependent variable, while external validity concerns the generalisability of the results 
to the external environment (Zikmund & Babin 2007). Thus, threat to internal validity could 
compromise the researcher’s confidence that a relationship exists between the independent and 
dependent variables, while threat to external validity could compromise their confidence in 
whether the thesis’s results are applicable to other groups.  
To enhance the level of internal validity, this thesis employed a single-cue study, where no other 
information about the product varied across settings, except for the COO. The researcher was 
aware that this could lead to overestimation of the COO effect (Bilkey & Nes 1982), but concluded 
that since the moderating strength of acculturation on the COO effect has not previously been 
studied, a single-cue setting was most suitable to detect the existence of such moderation and 
would better enable an assessment this moderation strength.  
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The internal validity of this thesis was further enhanced by the selection of COOs. As explained 
in Section 4.4, Thailand/South Korea (i.e. culturally-similar to the home country Vietnam/China) 
and New Zealand (i.e. culturally-similar to the host country Australia) were the countries chosen 
to test the effect of culturally-similar countries on migrant preferences. The choice of these 
countries was based on their availability of the same product types as in the host country (see 
Section 4.3), to reduce the effect of familiarity on product assessments based on COO information 
(Phau et al. 2008).  
The two product types (soy sauce and socks) were chosen because they are relatively well-known 
to migrant consumers; they are manufactured in all of the targeted countries (i.e. Vietnam, China, 
Australia, South Korea, Thailand and New Zealand) and sold in various Australian supermarkets 
including Asian groceries. It was expected that the migrant consumers would not have difficulty 
evaluating these products; thereby enhancing internal validity. In addition, soy sauce was deemed 
an example of a culturally-bound product and socks of a culturally-neutral product (as discussed 
in Section 4.3). While it should be noted that a limitation of this research design is that it only 
focuses on these two products (i.e. it might not be generalisable to a range of consumer products), 
the inclusion of two culturally-different product types still expands its external validity.  
Furthermore, while the sample of Vietnamese and Chinese consumer migrants in Stage 2B of this 
thesis was limited to those that held a permanent visa or citizenship status, this still allows these 
results to be generalised to the broader Vietnamese migrant groups in Australia. This is because 
89% of Vietnamese migrants have Australian citizenship (Ben-Mosche & Pyke 2012); thereby 
enhancing the external validity of this thesis. 
Reliability 
Reliability refers to the consistency of the results (Hair, Bush & Ortinau 2003). Corresponding 
measures are deemed to be reliable when they yield consistent results and are free from random 
error (Zikmund & Babin 2007). Table 4-7 summarises variables and items measured in each 




Table 4-7: Summary of variables measurement and operationalisation 





An overall evaluative 
judgement. It is a higher-
level abstraction instead of 
a specific product attribute, 
based on the perception of 
the product on the quality 
attributes. (Steenkamp 
1990) 
The extent the 
perception of quality is 
dependent on COO cues 
in the consumer’s 
product evaluation 
process. 
Socks: Adapted from 
(Ahmed & d'Astous 
2004; Parkvithee & 
Miranda 2012; 
Rayman, Burns & 
Nelson 2011). 
  
Soy sauce: Adapted 
from (Ahmed et al. 
2004; Chryssochoidis, 
Krystallis & Perreas 
2007; Ozretic-Dosen, 
Skare & Krupka 2007; 
Yeh, Chen & Sher 
2010) 
 
7-point  Socks: 7 items – quality of 
materials; quality of design; 
advance in production line; 
product reliability. 
 
Soy sauce: 7 items – 
functional quality (taste);  
advance in production line; 
product reliability. 
 




The individual’s idea or 
intention of what they think 
they will buy. (Rezvani et 
al. 2012) 
The consumer’s level of 
interest in purchase 
intention. 
Adapted from 
(Parkvithee & Miranda 
2012; Wong, Polonsky 
& Garma 2008; 
Zolfagharian, Saldivar 
& Sun 2014) 
 
7-point  Soy sauce and socks: Single-
item from being ‘likely to 
purchase’ to ‘unlikely to 
purchase’. 
2A and 2B 
 
Acculturation A bi-dimensional concept, 
where migrants are able to 
identify with both home 
and host cultural 
orientations. (Berry 2003; 
The level of orientation 
towards the home and 
host cultures. 
Adapted from  
(Cuellar, Arnold & 
Maldonado 1995) 
5-point  ARMSA-II, contains 2 scales: 
scale 1: 30 items; scale 2: 18 
items. 




Concept  Conceptual definition Operational definition Measurement details Scale Items 
Research 
stages 




The individual’s perception 
of the differences between 
the home country and the 
foreign country. (Sousa & 
Bradley 2008) 
Cultural similarity at the 
individual level. 
Adapted from  
(Sousa & Bradley 
2005, 2008) 
5-point  7 items for six pairs of 
countries: climatic condition; 
purchasing power of 
customers; lifestyles; 
consumer preferences; level of 
literacy and education; 
language; culture values, 





A consumer’s subjective 
self-perception of product 
importance and their 
involvement level 
concerning a specific 
product. (Zaichkowsky 
1994) 




7-point  Soy sauce and socks, 3 items: 
low cost vs. high cost; no 
effect on lifestyle/standard of 
living vs. substantial effect on 
lifestyle/standard of living; 
do not spend time vs. spend 







characteristic of stories, 
which may influence 
mental processing, beliefs, 
attitudes and behaviour. 
(Potter 1988) 
The extent that 
individuals perceive 
counterfeit products as 
realistic. 
Adapted from 
(Busselle 2001; Potter 
1988) 
 
5-point  3 items. 
 
1B 
Demographics Age, gender, education and 
occupation. 
The extent that the 
results are affected by 
demographics 
characteristics. 
Adapted from (ABS 
2013a; Parkvithee & 
Miranda 2012) 
 Open-ended questions and 
nominal scale. 
2A and 2B 
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 Projected data analysis for Stage 2B 
This section outlines the quantitative data analysis undertaken in the field survey stage of this 
thesis. It first outlines the data cleaning process (Sub-section 4.9.14.9.1), and then the MANCOVA 
assumptions that were made in Sub-section 4.9.2, follow by a discussion of the MANCOVA 
techniques that were used in Sub-section 4.9.3.  
 Data cleaning 
Data preparation is the process of collecting, cleaning and consolidating data, primarily for 
analysis (Hair, Bush & Ortinau 2003). It is an important first step, because careful attention here 
can avoid many potential problems in the later analysis (Hair, Bush & Ortinau 2003). For example, 
issues with the data can undermine the ability to obtain meaningful results, and may even lead to 
the rejection of important relationships (Kline 2015). Such data preparation typically begins by 
entering the data into a statistical program. As this thesis used Qualtrics to host the online survey, 
the data was automatically inputted into a SPSS data file, where a cleaning process was undertaken 
automatically to identify whether the data met the underlying statistical assumptions for 
undertaking multivariate data analysis (Hair, Bush & Ortinau 2003). This cleaning process 
included: 1) identifying and addressing missing data; 2) removing screener questions; 3) assessing 
the validity of responses; and 4) checking outliers (Hair, Bush & Ortinau 2003). Each of these 
steps will now be discussed in further detail. 
Step 1: Checking for missing data 
Screening for missing data has been recommended as one of the first steps in data preparation. 
This is because missing data values can affect correlation and covariance matrices used by 
multivariate data analysis applications (Hair, Bush & Ortinau 2003). However, missing data was 
not an issue in this thesis, as all questions in the online survey required a response before 
submitting the overall survey. Thus, all respondents that met the screening questions and submitted 
the survey would have no missing answers.  
Step 2: Removing screened respondents 
The second step of data preparation involves removing respondents that were screened out from 
completing the questionnaire. This thesis’s four screener questions (see Sub-section 4.7.3) 
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excluded responses from those that failed to meet criteria in relation to the following: age; 
migrants’ definition; visa status; and migrant generation in Australia. It should be noted that 
respondents that passed the screening questions on age and migrant definition were still able to 
complete the survey if they chose ‘other’ in relation to visa status and migrant generation. 
Step 3: Assessing validity of responses 
Zikmund et al. (2013) suggested that the early stages of data analysis enable the legitimacy of 
responses to be determined. For example, some respondents may purposely falsify their responses 
or carelessly complete survey sections. One way to pinpoint such ambiguous cases is via the 
identification of uniform responses (i.e. respondents answer with a single value for all questions; 
also called ‘intra-individual unreliability’) and short completion times (also referred to as 
‘speeding’) (Zikmund et al. 2013). Short completion times suggest that respondents have not taken 
the survey seriously. In this thesis, falsified data was also identified via inconsistent responses, 
such as contradictions between their length of residency in Australia and their migrant generation 
selection. For example, it was highly unlikely that the Vietnamese migrants in this thesis that 
selected second-plus-generation migrants were over 60 years of age, or that those that selected 
first-generation migrants were over 70 years3. 
Step 4: Assessing for outliers 
Outliers are data points that notably deviate from the rest of the sample, to the extent that they are 
likely to have been generated by a separate mechanism (Hair, Bush & Ortinau 2003). Outliers are 
generally viewed as univariate (i.e. markedly different from other responses on a single variable) 
or multivariate (i.e. unique combination of scores across several variables that identify a 
respondent as typical), and can have a profound influence on the means and the relationships 
between variables (Hair, Bush & Ortinau 2003).  
Univariate outliers are responses that are extremely small or large compared to the other scores 
(Hair, Bush & Ortinau 2003). Outliers can have a large negative effect on the results because they 
can exert a large influence (i.e. change) on the mean and standard deviation for that group, which 
can affect the statistical test results (Tabachnick & Fidell 2013). Univariate outliers can be detected 
through the use of standardised scores, such as z-scores which demonstrate the difference between 
                                                 
3 https://vietnamhahs.weebly.com/three-stages.html  
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a standardised object and the group mean (Hair, Bush & Ortinau 2003). The appropriate cut-off 
for z-scores is dependent on various issues such as sample size (Hair, Bush & Ortinau 2003). In 
this thesis, univariate outliers were identified by z-scores of 4 or above, which Hair et al. (2003) 
identified as acceptable for studies with large sample sizes. 
Multivariate outliers represent respondents with an unusual combination of scores on the 
dependent variables within each group of independent variables (Markou & Singh 2003). This 
thesis employed the density-based approach for detecting multivariate outliers (Hodge & Austin 
2004; Jain 2010), which is used to first estimate a generative model of multivariate data; that is, 
how a data point is generated from the model parameters. The density at each point in the space 
reflects how well the data is generated according to the model. Hence, a low density reflects the 
degree of deviation from the model, which can be used to detect outliers. However, as random 
responses do not follow any models, it is likely that those responses will be in the low-density 
regions. Likewise, if a response is careful but is an outlier, then its density will be low as it deviates 
from the norm, as captured in the model. This is because the model is typically estimated by 
maximising the data likelihood, which is essentially the product of density for all data points. 
Consequently, most data points will have high density, and few outliers will have low density. 
In this thesis, the density-based method chosen to assess the data was the Gaussian Mixture Model 
(GMM) (Jain 2010; Markou & Singh 2003), available in Matlab 2015. The GMM assumes that 
the data is generated from a mixture of multiple multivariate Gaussian distributions. This model is 
flexible as it can fit complex data distributions when there are enough mixture components. As 
recommended by Markou and Singh (2003), a two-step procedure for outlier detection using GMM 
was applied in this thesis. The first step was to compute outlier scores, one per data point (which 
is a response), where the outlier scores were offset so that the minimum score is zero. The second 
step was to flag outliers according to a decision threshold, where any points that lay beyond 95% 
were flagged as outliers (Jain 2010). 
There are two options with regards to outliers: 1) keep the outlier(s) in the dataset; or 2) remove 
the outlier(s) (Hair, Bush & Ortinau 2003). Where researchers do not want to remove an outlier, 
they can either: 1) include the outlier(s) in the analysis, if they do not believe the result will be 
substantially affected (e.g. by comparing the result of the one-way MANCOVA with and without 
the outlier(s)); or 2) provide results for the MANCOVA with and without the outlier(s). In both 
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cases, any assessment of impact will be a judgement, and researchers should note any actions 
undertaken to assess the impact of any outliers in the results. Alternatively, researchers can remove 
outlier(s) from the dataset to be analysed, but should first provide information about the 
respondents that have been removed from the analysis. This allows readers more information about 
why it was removed and how it might have affected results (Hair, Bush & Ortinau 2003). All of 
the outliers identified in this thesis were carefully analysed before they were removed from the 
main data analysis, as further discussed in Sub-section 5.5.2. 
 Testing for MANCOVA assumptions 
Before any data analysis is undertaken, it is important to ensure the underlying statistical properties 
of the cleaned dataset meet the required assumptions (Tabachnick & Fidell 2013). In this thesis, 
there were eight assumptions (as summarised in Table 4-8 below) relevant to the MANCOVA that 
were tested. The first two assumptions relate to the study design and measurements, and the 
remaining six to how the data fits the three-way MANCOVA model.  
Table 4-8: Assumptions checklist for MANCOVA 
Assumption #1 Independent random sampling: MANCOVA assumes that the 
observations are independent of one another, and there is not any pattern for 
the selection of the sample, and that the sample is completely random. 
Assumption #2 Level and measurement of the variables: MANCOVA assumes that the 
independent variables are categorical, and that the dependent variables are 
continuous or scale variables. Covariates can be continuous, ordinal or 
dichotomous. 
Assumption #3 Absence of multicollinearity: The dependent variables cannot be too 
correlated to each other. Tabachnick and Fidell (2013) suggested that no 
correlation should be above |r| = 0.90. 





Sample size adequacy: Dataset should have an adequate sample size for 
each cell.  
Assumption #6 Homogeneity of variance-covariance matrices: There should be 
homogeneity of variance-covariance matrices. 
Assumption #7 Homogeneity of variances: Variance between groups should be equal. 
Assumption #8 Relationship between covariate(s) and independent variables: There is 
no interaction between the covariates and the independent variables.  
 
In summary, assumption #1 implies there is no relationship between the observations in each 
independent variable group and/or between the groups. This is generally considered the most 
important assumption (Hair, Bush & Ortinau 2003), and violation of this has been deemed a serious 
issue (Stevens 2012). Most often, this occurs simply by having different participants in each group. 
Assumption #2 highlights that there are two or more dependent variables measured using 
continuous variable, while independent variables consist of two or more categorical levels or 
groups; a categorical variable can be either a nominal variable or an ordinal variable. This 
assumption is assessed via data coding. A covariate is simply a continuous independent variable 
that is added to a MANOVA model to adjust the means of the groups of the categorical 
independent variable, and is of less direct importance than the categorical independent variable. In 
MANCOVA, the covariate is generally only there to provide a clearer assessment of the 
differences between the groups of the categorical independent variable compared with the 
dependent variables (Tabachnick & Fidell 2013). 
Assumption #3 specifies that dependent variables should be not highly correlated with each other 
(Tabachnick & Fidell 2013). A relatively simple method of detecting such multicollinearity is via 
Pearson’s correlation coefficients, which assesses the dependent variables within each cell of the 
design. If the correlations are low (i.e. close to 0), it may be more beneficial running separate two-




Assumption #4 indicates that the data is multivariate normal, meaning there will be normally-
distributed residuals for each group of the independent variable across all the dependent variables. 
A violation of this assumption of normality could invalidate statistical hypothesis testing (Hair, 
Bush & Ortinau 2003); yet this assumption cannot be directly tested in SPSS (Stevens 2012). 
Instead, normality of the residuals for each dependent variable for each group of independent 
variables (i.e. univariate normality) is often used in its place as a best ‘guess’ of whether there is 
multivariate normality (Stevens 2012); assessed via the Shapiro-Wilk test. If the data is normally-
distributed, then the assumption is satisfied and the analysis can proceed; but if it is not normally 
distributed, researchers should consider: 1) transforming the data (i.e. the variable that is not 
normally-distributed to be able run two-way MANOVA on it and other non-transformed variables; 
2) carrying on regardless; or 3) testing comparisons (i.e. run the two-way MANOVA on the 
transformed and non-transformed data to check for meaningful differences). Should this 
assumption still be violated, the tests can still be undertaken, as the three-way MANOVA is robust 
against deviations from normality with respect to Type I error (i.e., the rejection of a true null 
hypothesis) (Bray & Maxwell 1985). However, if this arises, researchers need to report on the 
violation of multivariate normality. 
Assumption #5 highlights the need for a minimum number of responses within cells (see Sub-
section 4.7.5.2 for the relevant sample size discussion). That is, descriptive statistics on the number 
of respondents per cell will identify the number of cases per group.  
Assumption #6 is particularly important for three-way MANCOVA, suggesting that the variance 
and covariance of the dependent variables in each cell of the design are equal (Pituch & Stevens 
2016). This assumption can be assessed via Box's M test of equality of covariance matrices, to 
identify whether it is statistically significant (i.e. p < 0.001), and whether the assumption of 
homogeneity of covariance matrices is therefore violated. Due to the sensitivity of the Box’s M 
test, it has been recommended that instead of the standard cut-off for statistical significance of p < 
0.05, a much lower cut-off of p < 0.001 be used (Pituch & Stevens 2016).  
Assumption #7 suggests that three-way MANCOVA also assumes there are equal variances 
between the cells of the design for each dependent variable (Pituch & Stevens 2016). This 
assumption of homogeneity of variances can be checked via Levene's test. That is, if it is 
statistically significant (i.e. p < 0.05), variances are not equal (i.e. heterogeneous variances); 
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whereas if p > 0.05, the assumption of homogeneity of variances has not been violated. If the 
assumption is violated, the results from this test can inform researchers on which dependent 
variable may be causing the problem (i.e. the dependent variable(s) with unequal variances). Thus, 
the analysis can continue despite a lower level of statistical significance for MANCOVA results, 
and any follow-up univariate ANOVAs would then need to be corrected to allow for this violation 
(i.e. via different post-hoc tests). 
Assumption #8 indicates there should be no interaction between the covariates (e.g. age, gender, 
qualification and income) and the independent variables (e.g. COO, high/low home and high/low 
host). That is, the covariate coefficients (i.e. slopes of the regression lines) should be the same for 
each group formed by these categorical variables (Pituch & Stevens 2016). Furthermore, the more 
this assumption is violated, the more conservative MANCOVA becomes (i.e. the more likely it is 
to make Type I errors, accepting a false null hypothesis) (Pituch & Stevens 2016). This assumption 
can be checked using univariate tests incorporating interaction terms between independent 
variables and covariates. If the interaction term is not statistically significant (p > 0.05), the 
assumption of homogeneity of regression slopes has been met; if the interaction term is statistically 
significant (p < 0.05), the assumption of homogeneity of regression slopes has been violated, 
meaning that the linear relationships between the covariate and each of the dependent variables 
within each group of the independent variable are not the same. Thus, the MANCOVA approach 
might not be appropriate, and researchers should consider running a moderator analysis instead by 
keeping the interaction term in the model.  
Prior to conducting MANCOVA in this thesis, data cleaning was done and the above MANCOVA 
assumptions were checked, as further discussed in sub-sections 5.5.1 and 5.5.2 respectively. 
 MANCOVA 
The three-way MANCOVA can be viewed as an extension of the three-way MANOVA, allowing 
the incorporation of continuous covariates or an extension of the three-way ANCOVA to 
incorporate two or more dependent variables. Such covariates are linearly-related to the dependent 
variables, and their inclusion in the analysis can enhance the ability to detect differences between 
groups of a categorical independent variable (Tabachnick & Fidell 2013). The primary purpose of 
three-way MANCOVA is to understand where there is an interaction between the three 
149 
 
independent variables on the two or more dependent variables, controlling for continuous 
covariates (Tabachnick & Fidell 2013). The strength of MANCOVA as a measurement device is 
that it allows researchers to detect the main effect of individual independent variables, while also 
providing data pertaining to the interaction effect among different independent variables in an 
experimental situation (Hair, Bush & Ortinau 2003; Tabachnick & Fidell 2013). This data analysis 
method was compatible with this thesis’s conceptual framework as presented in Chapter 3, 
enabling the testing of the moderating effects of home and host orientations, and the interaction 
between them, on COO preferences. ANOVA has been recognised as the most common analysis 
method in COO studies (Roth & Diamantopoulos 2009). Thus, MANCOVA was justified as 
appropriate for this thesis’s field survey and to test its hypotheses.  
When using MANCOVA, researchers often dichotomise the value of the independent variables 
and put them into categorical groups to “make analyses easier to conduct and interpret” (DeCoster, 
Iselin & Gallucci 2009, p. 350). Such dichotomisation involves splitting the continuous measured 
variable (X) at some fixed value to form two (or more) categories that can be described, for 
example, as ‘low’ and ‘high’ by splitting at the sample median point (i.e. median split) or at the 
midpoint of the measurement scale of the measured variable. For example, Cilingir and Basfirinci 
(2014) categorised their independent variables within an experimental design that employed a 2 
(favourable vs. unfavourable COO image) x 2 (low vs. high product involvement) x 2 (low vs. 
high product knowledge) factorial design.  
Iacobucci et al. (2015a) suggested that such a median split allows researchers to: 1) compare how 
a dependent variable (Y) varies across the different groups given a fixed value of the new binary 
variable (X); 2) considers the interaction via a difference in differences (i.e. the difference between 
the groups at different values of measured variable); and 3) compares how Y varies across the two 
categories implied by the binary (X) given a fixed value of one variable. Nevertheless, potential 
weaknesses of the median split have also been recognised, including: 1) loss of individual-level 
variation (i.e. dichotomisation into low and high categories via the median split procedure or 
otherwise can discard the potentially rich variation in individual scores; 2) diminished precision in 
the predictions that researchers can make about the dependent variable (Y) along the continuum 
of the measured variable (X); and 3) increased Type I and Type II errors (Rucker, McShane & 
Preacher 2015). Although Iacobucci et al. (2015b) also argued that when independent variables 
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are uncorrelated, conducting a median split will not increase the likelihood of a Type I error being 
made. Furthermore, both Kruglanski et al. (1997) and Iacobacci et al. (2015a) recommended that 
appropriate statistical analyses should depend on theory and the specific research question that is 
being addressed. Thus, as the main objective of this thesis was to examine variances in COO 
preferences among migrants with different levels of home and host orientation, the median split 
was deemed a suitable method.  
The home and host culture orientations were subsequently divided into two groups (high, low) via 
a median split of the continuous values. For each product and each respondents’ group, the research 
design was a factorial experiment of 4×2×2, with four product COOs × two levels (high and low) 
of home culture orientation × two levels (high and low) of host culture orientation, which was run 
for each of the two dependent variables (perceived quality and purchase intention). Thus, there 
were 4 sets of three-way MANCOVA relationships to be tested:  
- Vietnamese respondents evaluating soy sauce 
- Vietnamese respondents evaluating socks  
- Chinese respondents evaluating soy sauce  
- Chinese respondents evaluating socks. 
In the context of this thesis, the three-way MANCOVA was used to achieve two core objectives: 
1) to assess for an interaction between the three predictor variables (i.e. COO as the focal variable, 
and home and host orientation as the moderation variables) on the two dependent variables (i.e. 
perceived quality and purchase intention); and 2) to determine where such differences occur using 
post-hoc tests. These post-hoc test results were then used to assess the hypotheses presented in 




Figure 4-9: Relationships between independent and dependent variables 
The three-way MANCOVA is an omnibus test statistic. It identifies whether differences among 
the groups of independent variables are statistically significant based on the combined dependent 
variables, after accounting for the covariates. However, it does not tell where or how differences 
arise. For example, it does not highlight which groups of the independent variable differ in terms 
of each dependent variable (rather than the combined dependent variables), and how these groups 
differ (after accounting for the covariates). Follow-up analysis of a statistically significant one-
way MANCOVA is therefore required using multiple univariate three-way ANCOVAs (one for 
each dependent variable), which is followed by multiple comparisons as post-hoc tests 
(Tabachnick & Fidell 2013). Figure 4-10 presents the SPSS procedure to run a three-way 





Figure 4-10: MANCOVA procedure 
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 Summary  
In this chapter, the quantitative and qualitative methods used in this thesis have been discussed. This 
research involved four research stages, with the first two (stages 1A and 1B) used to design stimuli 
materials and confirm product and country selection. The next two research stages (2A and 2B) 
consisted of the pre-testing phase used to validate the scales, and the final field survey phase to test 
the proposed hypotheses. A qualitative approach was used during the preliminary phase of this thesis 
(i.e. Stage 1A – focus group discussion) to facilitate and complement the use of the quantitative 
methods (i.e. stages 1B, 2A and 2B). The quantitative approach was selected as the main research 
approach because it enabled the testing of the hypotheses and helped to determine the role of 
different variables.  
As discussed in this chapter, this thesis surveyed Vietnamese and Chinese migrant consumer groups 
in Australia, assessing their preference towards two product categories based on four COOs: soy 
sauce (i.e. culturally-bound) and socks (i.e. culturally-neutral) from Vietnam/China (i.e. home 
country), Thailand/South Korea (i.e. culturally-similar to home country), Australia (i.e. host 
country), and New Zealand (i.e. culturally-similar to host country). The final research stage was 
designed as a factorial experiment (4x2x2), with four product COOs × two levels (high and low) of 
home culture orientation × two levels (high and low) of host culture orientation, which was run for 
each of the two dependent variables (perceived quality and purchase intention) for each product and 
each migrant group. Data was collected from this main field survey via social media platforms, email 
and a commercial online panel, with three-way MANCOVA selected as the main analysis technique 
to test hypotheses. Overall data findings from this thesis’s four research stages are next presented in 





  Introduction 
This chapter consists of a discussion of the qualitative and quantitative data analysis within this 
thesis. As discussed in Section 4.2, data collection in this research was undertaken in four stages. 
Stages 1A and 1B were conducted to validate the choice of hypothetical products to be tested and 
the selection of countries to be examined, which served as the basis for the main research in stages 
2A (pre-test) and 2B (field survey). 
Section 5.2 in this chapter presents the findings from Stage 1A, which is a summary of results from 
the two focus groups conducted separately with Vietnamese and Chinese migrants. The core 
objective here was to understand their perceptions of the products that could be used in the final 
survey, and to validate what countries might be culturally-similar to their home and host countries. 
This stage resulted in the identification of two relevant products (soy sauce and socks) for use in the 
later research stages, as well as the countries to be examined in Stage 1B.  
Section 5.3 next presents the results from Stage 1B, which is data analysis of the online survey 
conducted among respondents with Chinese and Vietnamese backgrounds living in Australia, used 
to inform the product stimuli and to further validate the selection of countries as culturally-similar 
to the home and host countries. The selection of product stimuli was via one-sample t-test analysis, 
and selection of the examined countries was via analysis of the mean distance between pairs of 
countries and paired samples t-test analysis. These findings then served as basis for the pre-test 
(Stage 2A) and the field survey (Stage 2B).  
Section 5.3 discusses the data analysis and findings from Stage 2A, relating to another online survey 
conducted among Chinese and Vietnamese migrants, used to pre-test the validity of research scales, 
and to identify any potential issues associated with wording of the questionnaire prior to the field 
survey (Stage 2B). Cronbach’s alpha was employed to assess the reliability of the home and host 
culture orientations, perceived quality, and product involvement scales.  
Section 5.5 then provides the data analysis and results from the field survey in Stage 2B, which 
tested the thesis’s hypotheses. This section contains six sub-sections. Sub-section 5.5.1 summarises 
the data collection process for the two migrant groups; Sub-section 5.5.2 discusses the data screening 
process; Sub-section 5.5.3 describes the respondent profile, followed by an assessment of scales 
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reliability and validity in Sub-section 5.5.4; Sub-section 5.5.5 presents the MANCOVA assumption 
tests; and Sub-section 5.5.6 discusses the main findings from the MANCOVA for the main effect of 
COO cues. This includes the two-way interaction effect between home orientation and COO cues, 
the two-way interaction effect between host orientation and COO cues, and the three-way interaction 
effect between home and host orientation and COO cues. Lastly, Section 5.6 concludes the chapter 
by summarising the findings of all the research stages. 
  Results from Stage 1A – focus groups 
The first stage of this thesis involved two focus groups: one with Vietnamese-Australians and the 
other with Chinese-Australians. As noted in Section 4.2, the focus group method serves as an initial 
exploratory phase of research prior to developing a structured and systematic questionnaire 
(Wilkinson 1998). These focus groups also enabled a more nuanced understanding of Vietnamese 
and Chinese migrants’ consumption behaviours in the Australian marketplace, and the findings were 
used to assess the suitability of draft materials (i.e. product types, product stimuli and COO of 
products) for further testing. The focus groups were designed to answer the following questions: 
• Is there any concern among the participants regarding their perceptions of the products being 
tested?  
• Are there any differences in participants’ perceptions of country cultures, and is this in line 
with the literature?  
• What is the role of products’ COO when participants evaluate and purchase the targeted 
products? 
 Focus group implementation 
As discussed in Sub-section 4.6.1, emails were sent to 14 potential Vietnamese participants and 15 
potential Chinese participants. Ten of the Vietnamese responded to form the first focus group, and 
nine Chinese to form the second focus group. This number of participants satisfied the 
recommendation by Morgan (1996) for focus groups. All the participants reported having 
consumption experience with instant noodles, soy sauce and socks in the Australian market; had 
been living in Australia for at least 12 months, and were first-generation Vietnamese or Chinese 
migrants. There were slightly more males (six out of ten) among Vietnamese participants, and 
slightly more females (six out of nine) among Chinese participants. There were three students and 
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seven full-time employees among the Vietnamese participants, and six students and three full-time 
employees among the Chinese. Their demographic profiles are presented in Table 5-1 below:   
Table 5-1: Stage 1A - focus group participant profiles 
 
Both focus groups were conducted in Geelong, Victoria in Australia. English was the main language 
used for discussion, while Vietnamese and Chinese were used occasionally to clarify concepts such 
as perceived quality and purchase intention.  
This researcher moderated both groups and analysed the discussions, which were recorded and 
supplemented by notes (Merriam & Tisdell 2015). Each discussion lasted for 90 minutes. 
Participants discussed the quality perceptions and purchasing intentions of the three alternative 
products of soy sauce, instant noodles, and socks, from the five alternative countries. They also 
discussed their assessment of cultural similarities between the selected countries. The focus group 
discussions were guided by seven questions as introduced in Sub-section 4.6.1.3, and included their 
opinions of the stimuli provided, selecting the pictures that they believe reflected those products in 
the Australian market. The findings are presented in the next sub-section.  
  Stage 1A findings 
The focus groups were conducted to ensure that no unforeseen issues would impact on the survey 
design (Merriam & Tisdell 2015). As discussed in Sub-section 4.6.1.4, this narrative approach was 
also employed to help identify any similarities in participants’ experiences, and to detect any 
possible issues related to products, countries and/or product stimuli selection. The focus group 
findings were categorised into four topics, to uncover participant opinions about: 1) culturally-
 
157 
neutral product selection (Sub-section 5.2.2.1); 2) culturally-bound product selection (Sub-section 
5.2.2.2); 3) product stimuli selection (Sub-section 5.2.2.3); and 4) countries’ cultural similarities 
(Sub-section 5.2.2.4).  
5.2.2.1 Culturally-neutral product 
As discussed in Section 4.3, socks were selected as a culturally-neutral product because they do not 
generally have any cultural references and are  distributed worldwide without changing nature or 
character (Meffert & Bolz 1994). The Vietnamese participants indicated that they often buy socks 
in bulk and use them for six months to one year. When looking for socks, they paid attention to 
materials, promotions (i.e. cheaper price), durability, comfort, brand name and design. These 
participants also conveyed concern about the COO of socks; in particular, their preference for socks 
made in Australia and Vietnam was stronger than for the same product from other countries, when 
prices were not involved in their evaluation.  
In contrast, most Chinese participants indicated unfamiliarity with the socks marketed in Australia. 
Many of them bought socks in bulk once or twice per year when they visited China. These 
participants focused on colour and style, promotion (i.e. cheaper price), and quality of materials 
when looking for socks. With respect to the role of COO when evaluating and purchasing socks, 
most Chinese participants indicated that they do not care about the COO. When buying socks in 
China, they often had a variety of imported socks brands to choose from, and the general perception 
was that most brands of socks available for purchase were made in China. The only real exception 
among the Chinese participants was one who had travelled to Japan and Thailand, who preferred the 
Australian brand Bonds because they believed it was good quality. This participant had bought all 
their socks in Australia since migrating there, and did not care about the price of socks.  
Among both the Vietnamese and Chinese participants, socks were considered an everyday product, 
and they did not spend a lot of time researching before buying. There were no negative product 
issues that affected their evaluation or buying behaviour with regard to socks. Thus, based on the 
findings of these two focus groups, socks were considered to be appropriate for further testing, and 
to truly represent an everyday, culturally-neutral product.  




As discussed in Section 4.3, instant noodles were initially chosen as a typical culturally-bound 
product of everyday consumption. Culturally-bound products stem from cultural preferences and 
often reflect a certain nationalistic lifestyle (Meffert & Bolz 1994). For the Vietnamese participants 
in this thesis, instant noodles were perceived as part of their routine food consumption, with the 
frequency varying from once a week to daily. Flavour and taste of the noodles were the two most 
important factors when they evaluated and purchased instant noodles, which they did at both 
Australian and Asian/Vietnam groceries. Although half of these participants also had concerns about 
the food safety of instant noodles made in Vietnam, due to negative publicity in the media4 that had 
directly affected their purchasing behaviour.  
Among the Chinese participants, all indicated that they did not consume instant noodles often, with 
a frequency that varied from once per fortnight to less than once per month. The most common 
reason for not eating instant noodles was that they considered them an unhealthy food or ‘junk food’. 
There was no clear evidence that supported this perception; instead most of them were following 
their parents’ advice about eating fresh food.  
Given the health concerns regarding instant noodles from both focus groups, it was decided that this 
product could confound results. Thus, this product was excluded from further investigation in this 
thesis.  
Soy sauce 
Soy sauce was also examined as an alternative culturally-bound product (see Section 4.3 for further 
discussion). The Vietnamese participants indicated that soy sauce was used in most of their everyday 
diets. In regards to the role of COO when choosing soy sauce, most used soy sauce products from 
Vietnam or Thailand, which they often purchased at Vietnamese/Asian markets/groceries. Some of 
the participants bought soy sauce that was made in Japan because they trusted the quality of this 
product. The Vietnamese participants also paid attention to nutrition information, and the method of 
fermentation of soy sauce. 
The Chinese participants also indicate that soy sauce is part of these consumers’ everyday cooking. 
When looking for soy sauce, participants indicated that they valued the product that has a similar 
                                                 




taste to soy sauce in China. They also looked for the same or similar brands they know about, based 
on experience in China. It was often bought at Asian groceries because this was seen to be convenient 
when doing weekly shopping. All participants indicated that they preferred Chinese soy sauce and 
can easily find such brands in Australia.  
Among both the Vietnamese and Chinese participants, soy sauce was considered a low-involvement 
product, where they did not have to spend a lot of time researching the good before buying it, and it 
was also relatively inexpensive. There were no negative health-related concerns about soy sauce 
among the participants. As such, soy sauce was selected as the culturally-bound product that was 
investigated further in later research stages. 
5.2.2.3 Product stimuli  
The focus group participants were shown two pictures of a soy sauce bottle from a specific country, 
one with the information in both the home country language and English, and the other information 
solely in English. The soy sauce images from Australia and New Zealand had only the one language, 
as English is the home country language. Participants then discussed which picture and language 
they would perceive as reflecting a real soy sauce bottle in the market. This procedure was also 
applied when participants assess stimuli for socks from Vietnam/China, Thailand and South Korea.  
Table 5-2 (below) summarises the focus groups’ preferences of the soy sauce and socks presentations 
from the different countries. These results indicate that the presentation of socks should be designed 
without the home country language, and only the information of the COO should vary across 
products. Soy sauce bottles from China, Vietnam, South Korea and Thailand should be designed 
with both English and ethnic language to reflect a life-like product in the Australian market, and 
those from Australia and New Zealand should contain information in English only.  
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Table 5-2: Stage 1A - participants' product stimuli preferences 
 
Note: 
Only English = Stimuli contained only English words on the package    
English & Vietnamese = Stimuli contained both English and Vietnamese words 
English & South Korean = Stimuli contained both English and South Korean words 
English & Chinese = Stimuli contained both English and Chinese words 
English & Thai = Stimuli contained both English and Thai words 
5.2.2.4 Countries’ cultural similarities 
The participants were asked to give their opinions on the similarities and differences among the five 
pairings of countries: Australia and New Zealand; Vietnam and Thailand; China and Thailand; 
Vietnam and South Korea; and China and South Korea. These comparisons were based on 
assessments of the business environment conditions, purchasing power of consumers, lifestyles, 
consumer preferences, level of literacy and education, language, and culture values, beliefs, attitudes 
and traditions (Sousa & Bradley 2008). As discussed in sections 3.2 and 4.4, one of the primary 
objectives of this research was to explore the effect of COO for culturally-similar countries (in 
regards to home and host countries) among both Vietnamese and Chinese migrants. This would 
enable an examination of consumption behaviours for products from countries culturally-similar to 
home. That is, to examine whether the acculturation impact on consumers’ assessments also extends 
to culturally-similar countries.  
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As described in Section 4.4, New Zealand was chosen as a country culturally-similar to the host 
country Australia, while Thailand and South Korea were chosen as countries culturally-similar to 
the home countries of Vietnam and China. This selection of culturally-similar countries was based 
on: 1) Hofstede’s (2013) cultural distance scores; and 2) availability of products from these countries 
in the Australian market. It was also important to ensure that the participants perceived these 
alternative countries as similar to their home and host countries. Thus, in this exploratory stage, any 
potential differences in these participants’ perceptions, which facilitate changes in culturally-similar 
countries, were examined. Table 5-3 below summarises participants’ opinions regarding the 
similarities between the five country pairings representing home versus culturally-similar to home, 
and host versus culturally-similar to host.  
Table 5-3: Stage 1A – perceived similarities between targeted countries 
 
Participants in both the Vietnamese and Chinese focus groups indicated that they believe Australia 
and New Zealand to be very similar in the aspects considered. Thus, New Zealand was selected as 
the country culturally-similar to the host country of Australia.  
Vietnamese participants also perceived that Thailand is culturally-similar to the Vietnamese culture 
across many of the aspects that were considered. However, they did not perceive Vietnamese and 
South Korea to be culturally-similar.  
Chinese participants indicated that they did not perceive either Thailand or South Korea to be truly 
culturally-similar to China; although there was no specific reason on why they felt this way. Most 
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of them stated that “I am not sure about this” or “I don’t think so”. They also did not suggest that 
South Korea was more culturally-similar to China than Thailand, and could not offer an alternative 
Asian culture that was deemed as more culturally-similar to China.  
As such, it was decided that Thailand (similar to Vietnam) and South Korea (similar to China) would 
be included in the online survey for the next research stage (Stage 1B), where a larger pool of 
respondents would empirically evaluate cultural similarity, based on seven culture dimensions of 
psychic distance value. 
 Stage 1A summary 
The first research stage of this thesis identified an important perceptual problem with regards to 
instant noodles. In both focus groups, Chinese and Vietnamese migrants raised health concerns about 
this product, which might confound the COO effects. As a result, instant noodle was dropped from 
the remaining stages of this research, with soy sauce selected as the alternative culturally-bound 
product, while socks remained as the culturally-neutral product.  
The two focus groups also indicated that the soy sauce stimuli from Vietnam, Thailand, China and 
South Korea should be presented in both the ethnic language and English, while soy sauce stimuli 
from Australia and New Zealand should be presented in English only. Furthermore, socks stimuli 
across all countries should be presented in English only, with the distinction in the COO product 
information.  
Overall, participants in both focus groups perceived New Zealand as culturally-similar to Australia 
across all cultural aspects of the psychic distance measure. Vietnamese participants also perceived 
Thailand as culturally similar to their home culture across many aspects of the considered, while 
Chinese participants did not perceive either Thailand or South Korea to be culturally-similar to 
China. Given this difference of opinion among a small number of participants for this thesis, 
Thailand and South Korea were both tested again in Stage 1B among a larger pool of respondents, 
to select a country considered as culturally similar to the home (Vietnam and China).  
 Results from Stage 1B – stimuli development  
Stage 1B involved an online survey that asked respondents about their perception of the realism of 
the soy sauce and socks stimuli, as well their opinions on the cultural differences/similarities 
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between the targeted countries. The objective of this survey was to empirically assess the stimuli 
materials and selected countries (first refined after Stage 1A), to identify the need for any further 
refinements and to ensure the materials were suitable for stages 2A and 2B.  
Using a convenience sampling method involving Vietnamese and Chinese student associations at 
Deakin University (Victoria, Australia), a sample of 30 Chinese and 55 Vietnamese respondents 
were recruited to participate in this online survey, which satisfied the amounts suggested by Baker 
(1994). Only respondents over 18 years old were included in all stages of the research (see Sub-
section 4.6.2 for further information on the research design). These respondents’ demographic 
profiles are presented in Table 5-4 below. In summary, the respondent gender ratio matches the 
gender distribution of the Vietnamese Australian population ((DIBP) 2011b) and Chinese Australian 
population ((DIBP) 2011a), with more than 60% female in the Vietnamese group and 53.5% female 
in the Chinese group. Most of the Vietnamese respondents were employees working part-time or 
full-time (60%), followed by students (32.7%); most Chinese respondents were students (66.7%), 
followed by those that worked part- or full-time (23.3%). There were also very high proportions of 
first-generation migrants at 83.6% of Vietnamese respondents and 93.3% of Chinese respondents. 
Furthermore, while nearly 50% of the Vietnamese respondents currently held Australian citizenship, 
only 30% of Chinese respondents reported as citizens of Australia.  
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Table 5-4: Stage 1B - respondents' demographic profile 
 
The findings in this section relate to three main sets of results from the online survey stage. Sub-
section 5.3.1 first presents the results from the scale reliability tests, including the perceived realism 
scale (i.e. measuring perception of product stimuli) and psychic distance scale (i.e. measuring 
individual perception of cultural similarity between a pair of countries). Sub-section 5.3.2 then 
discusses results from the one-sample t-test analyses, which was used to uncover whether the soy 
sauce bottle and socks stimuli were realistic. Lastly, Sub-section 5.3.3 presents the results in relation 
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to the selection of countries perceived as culturally-similar to the home country (Vietnam and China) 
and host country (Australia). The mean distance between each pair of countries was first calculated, 
and then paired samples t-test analysis was applied to identify which was more culturally-similar to 
the home/host countries.  
 Scales reliability 
As discussed in Section 4.8, multi-item scales must be tested to ensure reliability; that is, that there 
is consistency between multiple measures of the same trait, using Cronbach’s alpha (Zikmund & 
Babin 2007). The following Sub-sections presents the scales for perceived realism and psychic 
distance, which were used to determine whether there were enough cultural similarities between the 
pairs of countries.  
5.3.1.1 Perceived realism scale 
As discussed in Sub-section 4.6.2, the perceived realism construct consists of three questions, and 
assesses whether respondents believe the stimuli are realistic as per the items listed in Table 5-5 
below. 
Table 5-5: Stage 1B - perceived realism items 
 
Within the Vietnamese respondent group, the perceived realism scale received a high level of 
internal consistency based on the Cronbach's alpha values that ranged from 0.813 to 0.943 for the 
soy sauce stimuli, and from 0.940 to 0.954 for the socks (see Table 5-6 below). These values 
exceeded the minimum standard of 0.7, as recommended by Nunnaly (1994).  
The Cronbach’s alpha values of the perceived realism for soy sauce and socks within the Chinese 
respondent group also exceeded the 0.7 cut-off (see Table 5-6 below), ranging from 0.813 to 0.897 
for the soy sauce stimuli, and from 0.806 to 0.927 for the socks stimuli.  
Overall, these results conveyed the perceived realism scale as reliable for the purpose of this thesis.  
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Table 5-6: Stage 1B - perceived realism scale reliability 
 
5.3.1.2 Psychic distance scale 
The psychic distance scale was adapted from Sousa and Bradley (2008), consisting of seven items 
to assess respondents’ perceptions of the differences between the five country pairings of Vietnam 
versus South Korea, Vietnam versus Thailand, China versus South Korea, China versus Thailand, 
and Australia versus New Zealand. These items are: 1) business environmental conditions; 2) 
purchasing power of consumers; 3) lifestyle; 4) consumer preferences; 5) level of literacy and 
education; 6) language; and 7) cultural values, beliefs, attitudes and traditions (see Section 4.7 for 
further details).  
Table 5-7 presents Cronbach’s alpha values for internal consistency of psychic distance scale across 
the Vietnamese and Chinese datasets. These values ranged from 0.822 to 0.978 among Vietnamese 
respondents, and from 0.837 to 0.990 among the Chinese. The corrected-item total correlations were 
next tested, and all pairs were greater than 0.3. These results exceeded the minimum standard of 0.07 
for Cronbach’s alpha (Nunnally & Bernstein 1994), and outperformed the recommended minimum 
value of 0.3 for item-correlation (Field 2009). Thus, the psychic distance scale was deemed as 
reliable for the purpose of this thesis.  
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Table 5-7: Stage 1B - psychic distance scale reliability  
 
 Confirmation of product stimuli  
The perceived realism for each stimulus was calculated by assessing the mean score of the three 
items, using a 7-point scale from 1 = ‘strongly disagree’ to 7 = ‘strongly agree’. This scale was found 
to be reliable for the purpose of this thesis (see Sub-section 5.3.1.1). The one-sample t-test was used 
to determine whether the overall score for each stimulus was of statistical significant difference to 
the test value (i.e. 4 = mid-point score of ‘neither agree nor disagree’). If the perceived realism score 
was statistically significantly greater than 4, this suggests that the stimulus was perceived to be 
realistic. Conversely, a score lower than 4 suggested it was not perceived to be realistic (i.e. does 
not reflect a life-like product in the market).  
Figure 5-1 below presents examples of the soy sauce and socks stimuli (including picture and extra 
information) used in this research stage. The soy sauce bottle was presented in both ethnic and 
English language for products from Vietnam, Thailand, China and South Korea, and then in English 





Figure 5-1: Stage 1B – examples of soy sauce and socks stimuli 
 
5.3.2.1 Assessment of soy sauce stimuli  
Table 5-8 below presents results from the one-sample t-test analysis for perceived realism of soy 
sauce stimuli among Vietnamese respondents. The perceived realism scores were statistically 
significantly greater than the test value (i.e. 4 = mid-point score) (p-value < 0.05) for soy sauce 
stimuli from Thailand, Vietnam and South Korean. These results indicate that Vietnamese 
respondents perceived the picture and information presented for soy sauce stimuli from Thailand, 
Vietnam, and South Korea to be realistic.  
In contrast, the perceived realism scores were not statistically significantly different to the test value 
in regards to the New Zealand and Australia stimuli (p-value > 0.1, which was used due to the 
relatively small sample size, as discussed in Sub-section 4.6.2.3). These results suggest that the 
stimuli for soy sauces from New Zealand and Australia were not seen to be realistic among 
Vietnamese respondents, even though the targeted materials reflect real brands offered in Australia.  
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Table 5-8: Stage 1B – one-sample t-test analysis for perceived realism of soy sauce among 
Vietnamese group 
**p-value <0.05 
Table 5-9 next presents results of the one-sample t-test analysis for perceived realism of soy sauce 
stimuli among Chinese respondents. Here the perceived realism scores were statistically 
significantly greater than the test value for Australia, South Korea and China stimuli (p-value < 0.1). 
These results suggest that Chinese respondents perceived the picture and information for soy sauce 
stimuli from Australia, South Korea and China to be realistic.  
However, the perceived realism scores were not statistically significantly different to the test value 
for the New Zealand and Thailand stimuli (p-value > 0.1), suggesting that these stimuli for soy 
sauces from New Zealand and Thailand were not seen to be realistic among Chinese respondents.  
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Table 5-9: Stage 1B – one-sample t-test analysis for perceived realism of soy sauce among 
Chinese group 
 
**p-value < 0.05; *: p-value < 0.1 
 
In the online survey, respondents from both migrant groups were also asked to provide open-ended 
comments after each section in relation to the stimuli design and items wording. Such feedback was 
then classified into two data categories: 1) the need for additional information such as nutrition facts 
and main ingredients for soy sauce; and 2) a design that better highlights the COO information in 
the packaging. Based on these comments and the empirical results of the above realism tests, the soy 
sauce stimuli were redesigned. In particular, the bottle shape was changed to better reflect soy sauce 
bottles available in supermarkets and Asian groceries in Australia. Additional information was also 
integrated in relation to the COO and nutrition factors. Figure 5-2 below shows an example of the 




Figure 5-2: Stage 1B – example of revised soy sauce stimuli 
 
5.3.2.2 Assessment of socks stimuli 
Table 5-10 below presents results from the one-sample t-test analysis for perceived realism of socks 
stimuli among the Vietnamese respondents. These results indicate that Vietnamese respondents 
perceived presentation of socks from all target countries to be realistic, with perceived realism scores 
statistically significantly greater than the test value of 4 (p-value <0.05).   
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Table 5-10: Stage 1B – one-sample t-test analysis for perceived realism of socks stimuli 
among Vietnamese group 
 
**p-value < 0.05 
The one-sample t-test was also applied for testing the realism of the socks stimuli among Chinese 
respondents, as presented in Table 5-11 below. These results indicate that Chinese respondents 
believed that all of the pictures and information provided reflected socks products from Australia, 




Table 5-11: Stage 1B – one-sample t-test analysis for perceived realism of socks stimuli 
among Chinese group 
 
**p-value < 0.05 
Both of the respondent groups also provided further comments on the design of the stimuli, which 
were categorised into: 1) a need for additional information such as availability of styles and colours, 
as main determinants for evaluating socks; and (2) the design should highlight the COO information 
in the packaging. Based on these comments and the empirical results of the realism tests, additional 
information was integrated into the stimuli specifying the COO, and the styles and colours available. 




Figure 5-3: Stage 1B - example of revised sock stimuli 
 Confirmation of culturally-similar countries 
The psychic distance scores from both respondent groups were calculated as the mean of the seven 
items evaluating the similarities between each country pairing, using a 5-point scale from 1 (very 
similar) to 5 (no similarity). This scale was previously tested to assess reliability of the country 
choices, as discussed in Sub-section 5.3.1.2. The psychic distance mean for Australia and New 
Zealand was used to assess the cultural similarities between these countries. Similar paired-sample 
t-tests were used to assess differences in psychic distance between Vietnam/China and South Korea 
and between Vietnam/China and Thailand, to assess their cultural similarity to both Vietnam and 
China.  
5.3.3.1 Psychic distance between Australia and New Zealand 
Table 5-12 below present the descriptive statistics of psychic distance between Australia and New 
Zealand, as perceived among the Vietnamese and Chinese respondents. The mean distance perceived 
by the Vietnamese group was 1.89 ± 0.16 (sample size of 55) and by the Chinese group was 1.87 ± 
0.21 (sample size of 30). Based on the scale of psychic distance of 1 (very similar) to 5 (no 
similarity), these results suggest the Vietnamese and Chinese respondents perceived New Zealand 
to be culturally similar to Australia.  
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Table 5-12: Stage 1B – descriptive statistics of psychic distance between New Zealand and 
Australia 
 
5.3.3.2 Psychic distance between Vietnam and Thailand/South Korea 
Table 5-13 below reports the descriptive statistics of psychic distances between Vietnam and 
Thailand and between Vietnam and South Korea, as perceived by the Vietnamese respondents. The 
mean distance between Vietnam and Thailand was 2.68 ± 0.11, and between Vietnam and South 
Korea was 3.57 ± 0.10 (sample size of 55).  
Based on the psychic distance scale of 1 (very similar) to 5 (no similarity), these results suggest the 
Vietnamese respondents perceived Thailand to be similar or moderately culturally-similar to 
Vietnam, and South Korea to be moderately or weakly culturally-similar to Vietnam.  
Table 5-13:  Stage 1B – descriptive statistics of psychic distance between Thailand/South 
Korea and Vietnam among Vietnamese respondents 
 
This phase of the research sought to assess whether South Korea or Thailand should be selected as 
culturally-similar countries to Vietnam. A paired-sample t-test was applied to compare the two 
psychic distances (Vietnam and South Korea versus Vietnam and Thailand). Table 5-14 next 
presents these results, which indicate that Thailand is perceived to be culturally closer to Vietnam 
than South Korea (p-value < 0.01). Thailand was therefore selected as the culturally-similar country 
to Vietnam for subsequent research stages.  
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Table 5-14: Stage 1B – paired-sample t-test analysis for differences between psychic distance 
of Vietnam and South Korea and Vietnam and Thailand 
 
**p-value < 0.05 
5.3.3.3 Psychic distance between China and Thailand/South Korea 
A similar process was applied to the Chinese respondent data, to identify the extent of cultural 
similarity between South Korea and China and Thailand and China. Table 5-15 below reports the 
descriptive statistics of psychic distances between these two country pairings, as perceived by the 
Chinese group. These results show that the mean distance between China and Thailand was 3.75 ± 
0.14, and between China and South Korea was 3.30 ± 0.14 (sample size of 30). Based on the psychic 
distance scale of 1 (very similar) to 5 (no similarity), these results suggest that Chinese respondents 
perceived Thailand and South Korea to both be between moderately and weakly culturally-similar 
to China.  
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Table 5-15: Stage 1B - descriptive statistics of psychic distance between South 
Korea/Thailand and China among Chinese respondents 
 
A paired-sample t-test was also applied to compare the psychic distances (China and South Korea 
versus China and Thailand) to select the country deemed as more culturally-similar to China for 
subsequent research stages. The corresponding results, as shown in Table 5-16 below, indicate that 
South Korea is statistically significantly closer to China (i.e. less cultural difference) than Thailand 
(p-value < 0.01). South Korea was therefore chosen as the culturally-similar country to China for 
the rest of this research (stages 2A and 2B).  
Table 5-16: Stage 1B – paired-sample t-test analysis for difference between psychic distance 
of China and South Korea and China and Thailand 
 
**p-value < 0.05 
 Stage 1B summary 
The Stage 1B results confirmed that the perceived realism and psychic distance scales were reliable, 
as measured by the Cronbach’s alpha. In summary, the socks stimuli were perceived as a true 
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reflection of socks from the alternative countries that were available in Australia. However, 
additional information was integrated into the socks stimuli, including the COO and the styles and 
colours available in the main research. In contrast, the soy sauce stimuli from New Zealand was not 
perceived to reflect a real product in the Australian market across both respondent groups, and could 
be a limitation of this thesis due to the limited availability and popularity of New Zealand soy sauce 
(e.g., Trident brand) in the Australian market. Soy sauce stimuli from Australia were also not 
perceived as an actual product among Vietnamese, while soy sauce stimuli from China were not 
perceived as an actual product among Chinese. Thus, while all efforts were taken into consideration 
when designing similar hypothetical products for the alternative countries, it was decided that these 
stimuli design should be revised slightly for next research stages. For example, it was also indicated 
that soy sauce stimuli should be revised to include extra information highlighting the COO, as well 
as nutrition facts and ingredients to better reflect products in Australian market. Soy sauce stimuli 
from South Korea, Thailand, Vietnam and China were presented in both ethnic and English 
language, while soy sauce from Australia and New Zealand were presented in English only. Socks 
from all countries were presented in English only, and were revised to contain more information on 
available colours and styles, and to highlight the COO.  
In regards to selecting culturally-similar countries for the later research stages, New Zealand was 
chosen as culturally-similar to Australia (i.e. host country), while South Korea was selected as 
culturally-similar to China, and Thailand was selected as culturally-similar to Vietnam (i.e. the two 
home countries).  
 Results from Stage 2A – pre-test for the field survey 
As discussed in Section 4.7, the main component of this research consisted of two stages: Stage 2A 
(pre-test for the field survey) and Stage 2B (field survey). Stage 2A was a pre-test for the final field 
survey involving Vietnamese and Chinese respondents in an online survey whose opinions were 
used to: 1) assess the reliability of measurement scales (i.e. perceived quality and acculturation scale) 
via Cronbach’s alpha (Churchill & Iacobucci (2004)) (sub-sections 5.4.1 and 5.4.2); and 2) identify 
the need for any further refinements in wording choices and expressions (Sub-section 5.4.3).  
In Stage 2A, convenience samples of 168 Chinese and 148 Vietnamese were recruited, which were 
deemed as sufficient to undertake this assessment (Baker 1994). These sample sizes were also 
determined as sufficient to account for 90% confidence levels for a population of over 100,000 
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members (according to the Taro Yamane table (1992). Table 5-17 below presents the demographics 
for the Stage 2A respondents, including age, gender, qualification, household income, employment 
status, length of residency, migrant generation and citizen/visa status. Most of these Vietnamese 
respondents were aged between 25 and 34 years (38.5%), along with the Chinese (41.7%). A 
reasonable gender ratio was also obtained within the Vietnamese group (42% male and 52% female, 
while males only accounted for 35% of the Chinese. Most respondents were also students or full-
time employees (85.8% of Vietnamese and 90% of Chinese respondents). In addition, across the two 
groups there were very high proportions of first-generation migrants (83.6% of Vietnamese and 
93.3% of Chinese). Most also had a high level of education (78.4% Vietnamese and 79% Chinese 
with at least a bachelor’s degree). In regards to citizenship/visa status, 57% of Vietnamese 
respondents held an Australian citizenship, while this was only 29% among the Chinese.  
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Characteristic Number (%) Number 
(%) 
Characteristic Number (%) Number 
(%) 
Age   Qualification   
18-24 years old 35 (23.6) 66 (39.3) Primary school or less 0 4 (2.4) 
25-34 years old 57 (38.5) 70 (41.7) High school graduate 15 (10.1) 15 (8.9) 
35-44 years old 43 (29.1) 23 (13.7) Diploma and advanced diploma  17 (11.5) 18 (10.7) 
45-54 years old 9 (6.1) 5 (3.0) Bachelor’s degree  46 (31.1) 67 (39.9) 
55-64 years old 3 (2.0) 3 (1.8) Postgraduate degree 70 (47.3) 64 (38.1)  
Above 65 years old 1 (.7) 1 (.6) Weekly household income   
Gender   No income 19 (12.8) 40 (23.8) 
Female 85 (57.4) 110 (65.5) Less than $400 9 (6.1) 19 (11.3) 
Male 63 (42.6) 58 (34.5) $400-$799 29 (19.6) 25 (14.9) 
Employment status   $800-$1199 30 (20.3) 20 (11.9) 
Employed, working 35 hours or 
more per week 
56 (37.8) 31 (18.5) $1200-$2499 31 (20.9) 20 (11.9) 
Employed, working less than 35 
hours per week 
26 (17.6) 15 (8.9) Above $2500 7 (4.7) 15 (8.9) 
Not employed, looking for work 10 (6.8) 4 (1.8) Prefer not to indicate 23 (15.5) 29 (17.3) 
Not employed, NOT looking for 
work 
8 (5.4) 3 (1.8) Migrants generation   
Full-time Student 71 (48) 123 (73.2) Zero generation migrant 134 (90.6) 158 (94.0) 
Retired 1 (.7) 1 (.6) First-generation migrant 11 (7.4) 7 (4.2) 
Time in Australia   Second plus-generation migrant 3 (2.0) 3 (1.8) 
Less than 1 year 17 (11.5) 54 (32.1) Citizen/Visa status   
More than 1 year 131 (88.5) 114 (67.9) Permanent visa  85 (57.4) 48 (28.5) 




 Reliability test for perceived quality scale 
Perceived quality is one of two dependent variables that used in Stage 2B. This measurement of 
respondents’ quality perceptions of each of the goods involved a 7-point semantic differential scale. 
The following three quality indicators were chosen for soy sauce: taste; quality control in production; 
and product reliability. The four quality indicators that were selected for socks were: quality of 
materials; quality of design; quality of workmanship; and product reliability (e.g., Kwok, Uncles & 
Huang 2006; Parkvithee & Miranda 2012). 
Table 5-18 below shows the reliability tests for perceived quality scale among both the Chinese and 
Vietnamese respondent groups. The scale had a high level of internal consistency, with a Cronbach’s 
alpha value of greater than 0.80 across both products for both samples; exceeding the minimum 
standard of 0.7 (DeVellis 2016; Kline 2015). Additionally, Pearson’s correlation between each item 
and the sum of all the other items ranged from 0.48 to 0.82, which surpassed the recommended 
threshold of 0.3 by Field (2009). This indicates that the perceived quality scales for soy sauce and 
socks were reliable for the purposes of this thesis. 






 Reliability tests for home and host culture orientation scales 
The home and host culture orientation scales were adapted from ARSMA-II (Cuellar, Arnold & 
Maldonado 1995), as discussed in Sub-section 4.7.2. Responses for items were measured using a 5-
point scale ranging from 1 (not at all) to 5 (extremely often or almost always). Host culture 
orientation was assessed via a 13-item subscale that measured adherence to the host culture 
(Australia), while a 17-item subscale was used to assess home country orientation (Vietnam and 
China). Table 5-19 below reports Cronbach’s alpha values for the home and host orientation scales 
across both the Chinese and Vietnamese respondent groups. These results indicate that the two 
subscales had good internal reliability with Cronbach’s alpha values higher than 0.84. 
Table 5-19: Stage 2A - reliability test for home and host culture orientation. 
 
A corrected-item total correlations test was also performed to check if any of the items were 
inconsistent with the averaged behaviour of the others (Churchill Jr 1979). These results are 
presented in Table 5-20 and Table 5-21 indicating that almost all items (i.e. 58 out of 60) had 
Pearson’s correlation higher than 0.25, which surpasses the 0.2 cut-off suggested by Field (2009), 
Everitt (2006) and Pallant (2010). The remaining two items (one per respondent group) had an inter-
correlation below 0.2. This was item 29 for Vietnamese respondents (“I like to identify myself as a 
Vietnamese Australian”), which had a correlation value of 0.158, and item 28 for Chinese 
respondents (“I like to identify myself as a Chinese”), which had a value of 0.116.  
However, in both instances the correlation of that item exceeded the 0.20 cut-off for the other 
respondent group. Thus, it was determined that these low correlating items should be retained for 
the following five reasons. First, as the scale was developed to cover the theoretical domain of home 
and host country orientations, there was a rationale for maintaining these low measures. Second, 
given that the scale has already been assessed across many cultural groups globally (including 
Chinese and Vietnamese migrants) and has been found to hold, there was a strong justification for 
maintaining it. Third, while there are no direct hypotheses to compare the two respondent groups, 
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maintaining these similar measures has assisted in evaluating the hypotheses via these measures that 
are tested in both samples. Fourth, the Cronbach alphas including the item exceeded the 0.70 cut-off 
(i.e. 0.87 for home orientation scale within Vietnamese sample; and 0.88 within Chinese sample), 
and there is only a marginal increase in Cronbach alpha when these items are removed (i.e. 0.89 for 
home orientation scale within Vietnamese sample, and 0.89 within Chinese sample). Lastly, as this 
was the pre-test stage, it was deemed appropriate to leave the items in to be reassessed after the 
larger data collection via the main field survey (Stage 2B). 
Table 5-20: Stage 2A - corrected item-total correlation analysis for host culture orientation 
scale 
Construct Vietnamese Chinese 
2. I speak English .591 .699 
4. I spend time with people of Australian descent .634 .689 
7. I enjoy listening to English language music .433 .365 
9. I enjoy English language TV .471 .535 
10. I enjoy English language movies .443 .331 
13. I enjoy reading (e.g. books) in English .519 .511 
15. I write (e.g. letters) in English .496 .504 
16. My thinking is done in the English language .708 .648 
19. My involvement with Australia (e.g. life, politics, 
communities) has been … (from ‘not every often’ to ‘extremely 
often’ as in scale) 
.575 .579 
23. My friends, while I was growing up, were of Australian 
origin 
.447 .425 
25. My friends now are of Australian descent .593 .649 
27. I like to identify myself as an Australian descendant .285 .286 




Table 5-21: Stage 2A - corrected item-total correlation analysis for home culture orientation 
scale 
Construct Vietnamese Chinese 
1. I speak Vietnamese/Chinese .612 .593 
3. I enjoy speaking Vietnamese/Chinese .610 .625 
5. I spend time with Vietnamese/Chinese and/or 
Vietnamese/Chinese-Australians 
.365 .496 
6. I enjoy listening to Vietnamese/Chinese language music .628 .606 
8. I enjoy Vietnamese/Chinese language TV .612 .557 
11. I enjoy Vietnamese/Chinese language movies .633 .466 
12. I enjoy reading (e.g. books) in Vietnamese/Chinese .705 .450 
14. I write (e.g. letters) in Vietnamese/Chinese .629 .576 
17. My thinking is done in the Vietnamese/Chinese language .705 .633 
18. My contact with Vietnam/Chinese (e.g. sending gifts, 
visiting families, following up Vietnam/China social and politic 
life) has been … (from ‘not every often’ to ‘extremely often’ as 
in scale) 
.682 .665 
20. My father identifies or identified himself as 
Vietnamese/Chinese 
.253 .475 
21. My mother identifies or identified herself as 
Vietnamese/Chinese 
.253 .489 
22. My friends, while I was growing up, were of 
Vietnamese/Chinese origin 
.566 .619 
24. My family cooks Vietnamese/Chinese food .207 .497 
26. My friends now are of Vietnamese/Chinese origin .535 .626 
28. I like to identify myself as a Vietnamese/Chinese .467 .116 





 Qualitative feedback and actions 
Within this research stage, respondents from both migrant groups were also asked to provide any 
comments after each section in relation to: 1) wording of the questionnaire to ensure there was no 
possible confusion in the expression and that the materials were suitable; and 2) any other concerns 
they had related to the survey design and questions. As a result, the following points were raised: 
1. The need for price information for both soy sauce and socks, to mitigate any price factor 
issues in evaluations. 
2. The neutral point of every scale should be labelled for easier and more accurate evaluation. 
3. The need for clearer explanation on the purpose and design of the study, making it easier to 
evaluate a hypothetical product that cannot touched be or experienced prior to the evaluation  
4. The need for clearer explanation of word choices, such as ‘social status’ in relation to product 
involvement, and ‘quality of workmanship’ for perceived quality of socks.  
5. The need for picture sizes to be edited for faster uploading. 
6. The reformatting of questions in relation to home and host culture orientations, as there were 
too many items which could be confusing.  
As a result of this feedback, the questionnaire for the field survey was subsequently revised in the 
following ways:  
1. Prices were added to both the soy sauce and socks stimuli. Three pair of socks were assigned 
a price of AUD$8.00, and a soy sauce bottle was assigned a price of AUD $3.00, as 
comparable with similar products in the market. 
2. The neutral/midpoint in every scale was labelled, allowing for more accurate evaluation.  
3. Information about hypothetical products was revised at the beginning of the question for both 
soy sauce and socks. This information now clearly indicated that the evaluation was not 
necessarily based on actual experience or past behaviour with similar products; rather it was 
based on the information provided in the stimuli. A ‘taste’ item for assessing perceived 
quality of soy sauce was also added, with a short explanation that this did not necessarily 
mean respondents had to physically try it before making their evaluation. Rather, it could 
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just be their perceived attachment to the product from the relevant country. This was based 
on the assumption that it is unlikely that a consumer would open a new soy sauce bottle and 
taste it before buying; 
4. All word choices for the scales were revised, using simpler language to ensure no confusion. 
In particular, ‘social status’ was changed to ‘lifestyle or standard of living’, and ‘quality of 
workmanship’ to ‘advance in production line’. 
5. The pictures were resized for faster uploading, so that respondents could view the whole 
image quicker, which reduced the time spent completing the survey. 
6. The presentation of questions about home and host culture orientations was restructured, so 
that the 30 items were organised into five blocks of six questions each.  
This revised questionnaire and product stimuli are presented in Appendix 3, while Figure 5-4 and 
Figure 5-5 below show examples of the soy sauce and sock stimuli that were subsequently used for 




Figure 5-4: Stage 2A – revised stimuli for a soy sauce bottle from Vietnam 
 




 Stage 2A summary 
This pre-test stage confirmed that the perceived quality scales for soy sauce and socks were reliable. 
Home and host culture orientation scales were also confirmed to have an overall high internal 
reliability across both the Vietnamese and Chinese respondent groups, which were re-assessed in 
Stage 2B. Thus, the perceived quality and home and host orientation scales designed in this research 
stage were successfully used in the questionnaire in the final research stage.  
As a result of this pre-test, the questionnaire was carefully revised to ensure no confusion in wording 
for any item or question, as presented in Appendix 3. Price information for soy sauce and socks 
stimuli was also added to the stimuli to facilitate clearer and easier evaluations. Examples of the 
revised stimuli have been presented in Figure 5-4 and Figure 5-5 above.  
 Results from Stage 2B – field survey 
This section presents the results from the main field survey within this thesis. This section discusses 
the selected data analysis method as outlined in Section 4.8. The response rate for each data 
collection channel is first reported in Sub-section 5.5.1. These samples were then screened to identify 
and address missing data, invalid responses, and univariate and multivariate outliers (see Sub-section 
5.5.2). All valid responses were then compared with the demographic profile of the wider 
Vietnamese- and Chinese-Australian population accessed from ABS data, to determine the data’s 
representativeness (see Sub-section 5.5.3). Reliability and validity tests for home and host culture 
orientations and the product purchase involvement scale are then presented in Sub-section 5.5.4. 
Field survey data were then examined using multivariate analysis of covariance (MANCOVA) via 
SPSS version 24. This analysis started with checking MANCOVA assumptions (Sub-section 5.5.5), 
followed by MANCOVA assessment testing of the hypotheses (Sub-section 5.5.6).  
 Data collection 
The online questionnaire was hosted on Qualtrics and was distributed via the convenience sampling 
method from July to October 2016. The data were collected via three main channels: 1) social media 
platforms and websites of communities of interest; 2) email invitations; and 3) an online panellist 
that recruited Vietnamese respondents. Justification for using these distributions channels was 
provided in Sub-section 4.7.5.3.  
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The first data collection method was via social media and community websites, but only among the 
Vietnamese migrant community. Table 5-22 lists the online community forums and Facebook pages 
where the survey was distributed, including an estimated number of members in each channel. The 
researchers posted an invitation to complete the survey via these online channels, and then followed 
up, during the first two weeks of July 2016. It is not possible to estimate the number of respondents 
that completed the survey via each separate online channel, as all data were anonymous and there 
were no questions assessing how they were directed to it.  
Table 5-22: Stage 2B - Vietnamese community forums and Facebook pages 
 
The second data collection method involved the distribution of email invitations to both Vietnamese 
and Chinese migrants working at Australian universities. This data collection approach occurred 
between 19 July and 31 October 2016, with 43 public university staff directories scanned5. Thirty of 
these directories were identified as having Vietnamese- or Chinese-Australian staff based on 
surnames (see Table 5-23), and more than 11,000 potential email addresses were identified. This 
                                                 
5 http://www.australianuniversities.com.au/list/  
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invitation also asked potential respondents to forward the survey to their broader networks including 
family members. As with the social media/website distribution channel, it is not possible to identify 
the number of respondents that completed the survey via this email invitation.  
Table 5-23: Stage 2B - Australian university staff directories used for email invitations 
 
The final data collection method was via an online panel provider. This data collection took place 
from 27 September to 15 October 2016, and a total of 1,591 registered members were sent the survey. 
Based on four screening questions, 371 respondents (23.3%) did not progress to the survey, 9 (0.6%) 
were removed for not meeting the age requirement, and 54 (3.4%) were removed for not fulfilling 
the migrant residency criterion. Overall, most of these potential respondents (1,107 or 69.6%) were 
excluded because they were not of Vietnamese origin; only 50 were deemed as usable, representing 
3.1% of those that were approached via the online panel provider. 
Data from pre-test 
Across the three collection channels, 506 Vietnamese and 580 Chinese respondents were recruited. 
Preliminary analysis was performed to check if cell sizes were sufficient for MANCOVA. This 
identified that some of the cells in the Vietnamese group were small (i.e. less than 10 respondents in 
each cell), which has been known the affect the ability to detect differences between groups when 
using MANCOVA (Swanson & Holton 2005) (see Sub-section 4.9.3 for further discussion). Thus, 
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data for the 85 Vietnamese respondents that held permanent visas and completed the pre-test survey 
(i.e. Stage 2A) were also included in the MANCOVA. Only those that were citizens or permanent 
residents were included because migrant consumption in the host country can be different for those 
holding a short-term visa (e.g. visitors, students, business and temporary residents) (as discussed in 
Sub-section 4.7.5.1). This increased the Vietnamese sample for Stage 2B to 591 respondents, and 
was feasible because the questionnaire in Stage 2A was almost identical (except for the qualitative 
feedback section). Table 5-24 below summarises data collection outcomes from the four main 
channels: 
Table 5-24: Stage 2B - summary of data collection outcomes 
 
 Data cleaning 
Outcomes stemming from the following four stages of the data cleaning process are next presented 
in this section: 1) identifying and addressing missing data; 2) removing respondents that failed 
screening questions; 3) assessing validity of responses (i.e. speeding and flat liners); and 4) checking 
outliers. These stages ensured that the data used in the later stages of analysis were valid (Hair, Bush 
& Ortinau 2003).  
Missing data  
Missing data can be problematic for any data analysis (Hair, Bush & Ortinau 2003). As outlined in 
Sub-section 4.7.3, a forced choice technique was employed here to prevent respondents from moving 
forward in the survey if a question was incomplete. Thus, there was no missing data issue.  
Screened respondents  
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Data screening was undertaken to remove respondents that failed to meet the four screening 
questions in relation to age, migrant definition, visa status and migrant generation. This resulted in 
131 Vietnamese and 169 Chinese responses being excluded.  
Assessing validity  
The next step in the cleaning process was to check data for dubious and inconsistent responses 
(Zikmund et al. 2013). There were 25 Vietnamese respondents with inconsistencies regarding their 
time of residency in Australia and their migration generation. As most Vietnamese migration to 
Australia had occurred in the previous 40 years6, it was highly unlikely there could be second-plus-
generation migrants aged over 60 years or first-generation migrants over 70 years of age. The 25 
respondents with questionable responses were excluded from the subsequent analysis.  
This data cleaning also reviewed responses in relation to Chinese migrant origins, as this thesis only 
wanted to include Chinese migrants born in Mainland China or of Mainland Chinese origin. This 
ruled out those Chinese migrants born elsewhere such as in Malaysia, Hong Kong or Taiwan, 
resulting in 28 cases being removed.  
Checking outliers  
As outlined in Section 4.8, where any dependent variable score is deemed unusual within an 
independent variable, in that the value is extremely small or large compared to the others, these are 
known as univariate outliers. After reviewing the standardised residuals for two dependent variables 
for each migrant group, there were no univariate outliers identified in this thesis’s data, as assessed 
by standardised residuals greater than ± 3 standard deviations. 
This thesis applied a two-step procedure for evaluating multivariate outliers involving the GMM 
multivariate density model (Markou & Singh 2003). The first step is to fit the GMM to the data and 
compute outlier scores, for each data point (i.e. response). The next step is to flag outliers according 
to a decision threshold, where any points that lie beyond 95% are flagged as outliers. In this thesis, 
there were 21 cases from the Vietnamese dataset and 20 from the Chinese that were identified as 
outliers.  
                                                 
6 https://vietnamhahs.weebly.com/three-stages.html  
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Outliers have been known to reduce the likelihood of detection, as they can skew data distribution 
away from the regularities. For example, if the outliers are random noise, they could dilute the 
patterned formation when jointly analysed with regular data. While some outliers are interesting 
cases that deserve deeper investigation, especially from the social norms perspective, such analysis 
was not relevant to this research. Thus, outliers were removed from subsequent statistical analysis. 
In summary, Figure 5-6 below provides a visual representation of the data cleaning process outcomes 
for Stage 2B.  
 
Figure 5-6: Stage 2B - data cleaning process outcomes 
 
 Respondent profiling 
This sub-section describes the socioeconomic characteristics of the Stage 2B survey respondents 
(i.e. 414 Vietnamese and 363 Chinese), and aims to compare them all against the wider Chinese and 
Vietnamese ((DIBP) 2011a, 2011b) populations via the Chi-square goodness-of-fit test. The field 
survey asked respondents several socioeconomic questions in relation to their age, gender, 
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employment status, qualification, weekly income, length of residency in Australia, visa status and 
migrant generation. The observed data was therefore the distribution of the sample respondents, and 
expected frequency was taken from 2006 and 2011 ABS Census and Department of Immigration 
and Citizenship (DIBP) data ((DIBP) 2011a, 2011b). The purpose of this section is to assess the 
degree that the sample is socioeconomically representative of the Australian population of both 
Vietnamese descent (Sub-section 5.5.3.1) and Chinese descent (Sub-section 5.5.3.2). It should be 
noted that the thesis was limited to only those over 18 years of the age, as per ethics approval 
requirements; thus only data for people over 18 years of age from the ABS and DIBP were also used 
for comparison purposes. The respondents’ characteristics are summarised in Table 5-25 below. 
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Table 5-25: Stage 2B - Vietnamese and Chinese respondent profiles 
 Vietnamese  Chinese  Vietnamese  Chinese  
Characteristic Number (%) Number 
(%) 
Characteristic Number (%) Number 
(%) 
Age   Qualification   
18-24 years old 54 (13.0) 22 (12) Primary school or less 4 (1.0) 5 (1.2) 
25-34 years old 141 (34.1) 189 (46.6) High school graduate 44 (10.6) 10 (2.5) 
35-44 years old 149 (36.0) 118 (29.1) Diploma and advanced diploma  29 (7.0)  16 (3.9) 
45-54 years old 49 (11.8) 52 (12.8) Bachelor’s degree  138 (33.3) 70 (17.2) 
55-64 years old 16 (3.9) 21 (5.2) Postgraduate degree 199 (48.1) 305 (75.1) 
Above 65 years old 5 (1.2) 4 (1.0) Weekly household income   
Gender   No income 14 (3.4) 9 (2.2) 
Female 226 (54.6) 236 (58.1) Less than $400 17 (4.1) 19 (4.7) 
Male 188 (45.4) 170 (41.9) $400-$799 53 (12.8) 58 (14.3) 
Employment status (can be added 
to more than 100% as this is 
multiple choice question) 
  $800-$1199 77 (18.6) 73 (18.0) 
Employed, working 35 hours or 
more per week 
253 265 $1200-$2499 141 (34.1) 138 (34.0) 
Employed, working less than 35 
hours per week 
76 64 Above $2500 53 (12.8) 57 (14.0) 
Not employed, looking for work 7 4 Prefer not to indicate 59 (14.3) 52 (12.8) 
Not employed, NOT looking for 
work 
18 2 Migrants generation   
Full-time Student 82 85 Zero generation migrant 291 (70) 375 (92.3) 
Retired 6 3 First-generation migrant 87 (21)  22 (5.4) 




5.5.3.1 Vietnamese respondent profile 
A reasonable age distribution was required in this survey to ensure participation of a cross-section 
of age groups in society. Of the 414 Vietnamese respondents, the largest age group was between 35 
and 44 years (36%), followed by 25 to 34 years (34.1%). Due to the method of collecting data via 
email invitation to potential Vietnamese respondents working at Australian universities, there were 
smaller proportions aged below 25 years and over 45 years (see Table 5-25). This profile is 
comparable with ABS data that reported the two largest groups of the Australian Vietnamese-born 
population aged between 25 and 44 years ((DIBP) 2011b). A Chi-square goodness-of-fit test was 
also conducted to determine whether the Vietnam respondent sample reflected similar age categories 
to the general Vietnamese Australian population. This test indicated that the age distribution was 
statistically significantly different from the broader population (χ2(5) = 177.571, p-value < 0.05).  
With regards to gender distribution, there were 45.4% male and 54.6 % females within the 
Vietnamese respondent sample. This reflected the broader Vietnamese-Australian population as 
reported by DIBP (2011b), as confirmed by a Chi-square goodness-of-fit test result (χ2(1) = 0.025, 
p =0.874). 
As shown in Table 5-25 above, most Vietnamese respondents had a very high level of education, 
with 88.4% of them at diploma, bachelor degree or postgraduate level. This was in contrast with the 
broader Vietnamese community in Australia, where only 37.5% of those aged 15 years and over had 
some form of higher education. The Chi-square goodness-of-fit test also indicated that the 
distribution of education qualifications of Vietnamese respondents was statistically significantly 
different from the general population (χ2(1) = 457.745, p-value < 0.05.) As discussed in Sub-section 
5.5.1, this thesis’s over-representation of respondents with higher education is mostly due to the 
sample’s reliance on university networks. 
With respect to weekly household income, 18.6% of the Vietnamese respondents earned between 
AUD$800 and AUD$1,199 per week, while a higher 46.9% earned between AUD$1,200 and 
AUD$2,499. This is similar to results in the 2006 Census, where 48.8% of the Vietnamese Australian 
population reported weekly household income at AUD$1,000 or more, and 26.3% earned between 
AUD$500 and AUD$999 (ABS 2006b). Given there are no exact expected figures to compare with 
the representative of weekly household income of Vietnamese respondents. 
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Within the survey, respondents were asked to provide their length of residency in Australia if they 
had lived in the host country for more than one year. These results indicated that the average length 
of residency of Vietnamese respondents is 19.23 years. This aligns with DIBP (2011b) data which 
reported that 74.5% of Vietnamese Australian arrived before 2001 (i.e. more than 16 years ago) and 
25.5% arrived since 2001. Furthermore, most of the Vietnamese respondents (70%) were zero-
generation Australian (i.e. born in Vietnam), with a lower 20% first-generation Australians (i.e. 
Australian-born with a parent born in Vietnam), and only 9% identifying as second-plus-generation 
Australian. In the 2001 Census, 74% of the population with Vietnamese ancestry were zero-
generation Australian, and 26% were first-generation Australians (ABS 2003). Thus, it would appear 
that the respondents in this thesis are representative of Australia’s Vietnamese population in term of 
migration history.  
In summary, this survey’s Vietnamese respondents covered a cross-section of the broader 
Vietnamese-Australian population in terms of gender, and were also representative of this population 
with respect to migration history. However, there was an over-representation in this sample in 
relation to education, and this thesis’s Vietnamese respondents also appeared to be younger than the 
broader population. Such differences likely reflect the use of the online survey method that targeted 
potential respondents working or studying at Australian universities, resulting in a bias towards those 
with internet access and higher educational qualifications. Thus, the sample seems to be broadly 
representative.   
5.5.3.2 Chinese respondent profile 
Of the 363 Chinese respondents, the largest age group was between 25 and 34 years (47%), followed 
by 35 to 44 years (29%). Such age distribution is comparable with ABS data that has reported that 
the largest age group of the Australian-Chinese population are between 25 and 34 years ((DIBP) 
2011a). Despite this similarity, the overall age distribution of the sample was statistically 
significantly different from the wider Chinese-Australian population, according to the Chi-square 
goodness-of-fit (χ2(5) = 227.035, p-value < 0.05).  
In regard to gender distribution among the Chinese respondents, there were 41.3% males and 58.7% 
females (see Table 5-25 above). The Chi-square goodness-of-test confirmed that this matches the 
gender distribution of the wider Chinese-Australian population ((DIBP) 2011a) (χ2(1) = 1.051, p-
value = 0.305).  
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In regards to education, Table 5-25 shows that most of the Chinese respondents had a high level of 
education, with 96.7% at diploma, bachelor degree or postgraduate level. This was much higher than 
the average qualification level of Australia’s broader Chinese community, where it has been reported 
that only 58.5% aged 15 years and over have some form of higher education ((DIBP) 2011a). This 
difference between education profiles was also confirmed by the Chi-square goodness-of-fit test 
(χ2(1) = 239.018, p-value < 0.05). Such over-representation of those with higher education among 
the Chinese respondents is likely due to the online data collection method, involving university 
networks.  
With respect to income, the median household income for Chinese-Australians was AUD$431 per 
week in 2006 (ABS 2006a), which contrasts with the 94% of Chinese respondents in this survey 
who claimed their weekly household income was AUD$400 and over (i.e. 60% of them earned more 
than AUD$1200 per week). It appeared that the Chinese respondents in this thesis did not have a 
comparable household income to the broader Chinese Australian community. Thus, Chi-square 
goodness-of-fit test was not employed here. 
Among the Chinese respondents, their average length of residency in Australia was 11.82 years. 
This result was relatively consistent with ABS data which reported that 38.2% of Chinese-
Australians arrived before 2001 (i.e. more than 16 years) and 61.8% had arrived since 2001 ((DIBP) 
2011a).  
In summary, this thesis’s Chinese respondents covered a cross-section of the Chinese-Australian 
population in relation to gender distribution and migration length. However, they were over-
represented with respect to higher levels of education, younger age groups, and higher weekly 
household incomes.  
 Reliability and validity of scales 
Within Stage 2A, an adapted ARSMA-II was used to measure the Vietnamese and Chinese home 
and host culture orientations. The two ARSMA-II subscales (i.e. home and host culture orientations) 
were found to have good internal reliabilities, with all Cronbach’s alpha values higher than 0.84. As 
discussed in Sub-section 5.4.2, home and host culture orientations were reassessed via a larger 
dataset, after Stage 2A identified an issue with two corrected-item total correlations below 0.2. Thus, 
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Sub-section 5.5.4.1 presents the results from reliability and validity tests for these two ARSMA-II 
subscales. 
As discussed in Section 4.3, the soy sauce and socks selected for this thesis are generally considered 
as low-involvement products, as they are inexpensive, everyday consumption products. However, it 
was important to validate whether the Vietnamese and Chinese migrant respondents perceived them 
as low-involvement products. Sub-section 5.5.4.2 presents the results of the reliability test using 
Cronbach’s alpha for the involvement scale, and then discusses the product involvement levels of 
the two goods as perceived by the Vietnamese and Chinese respondents.  
5.5.4.1 Home and host culture orientation scales 
Table 5-26 below presents the Cronbach’s alpha values for the home and host culture orientation 
scales used in Stage 2B. These results indicated an acceptable Cronbach’s alpha value that exceeded 
the minimum standard of 0.7 (DeVellis 2016; Kline 2015).  
Table 5-26: Stage 2B - reliability analysis for home and host culture orientation scales 
 
Corrected-item total correlation tests were also performed to check if any items were inconsistent 
with the averaged behaviour of the others (Churchill Jr 1979), with the results for host and home 
culture presented in Table 5-27 and  
Table 5-28 respectively. As presented in Table 5-27, there was only 1 out of the 30 items with a 
Pearson’s correlation lower than the 0.2 cut-off (Field 2009; Pallant 2010). The item “I like to 
identify myself as a Chinese” had a correlation value of 0.116 in the Chinese sample, while it was 
0.656in the Vietnamese sample. Recall that this item also had low correlation (i.e. 0.116) in the pre-
test (Stage 2A) for Chinese pre-test sample (see Table 5-21). Another item “I like to identify myself 
as a Vietnamese Australian” had low correlation of 0.158 in the pre-test (Stage 2A) (see Table 5-21), 
but in the final sample it had an acceptable Pearson’s correlation (i.e. 0.286).  
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Table 5-27: Stage 2B – corrected-item total correlation analysis for host culture orientation 
scale 
Construct Vietnamese Chinese 
2. I speak English .670 .615 
4. I spend time with people of Australian descent .626 .681 
7. I enjoy listening to English language music .553 .543 
9. I enjoy English language TV .563 .561 
10. I enjoy English language movies .567 .490 
13. I enjoy reading (e.g. books) in English .545 .474 
15. I write (e.g. letters) in English .392 .426 
16. My thinking is done in the English language .721 .626 
19. My involvement with Australia (e.g. life, politics, 
communities) has been … (from ‘not every often’ to ‘extremely 
often’ as in scale) 
.484 .617 
23. My friends, while I was growing up, were of Australian 
origin 
.533 .411 
25. My friends now are of Australian descent .605 .611 
27. I like to identify myself as an Australian descendant .408 .337 
30. I like to identify myself as an Australian .514 .426 
 
Table 5-28: Stage 2B – corrected-item total correlation analysis for home culture orientation 
scale 
Construct Vietnamese Chinese 
1. I speak Vietnamese/Chinese .780 .759 
3. I enjoy speaking Vietnamese/Chinese .779 .771 





Construct Vietnamese Chinese 
6. I enjoy listening to Vietnamese/Chinese language music .680 .729 
8. I enjoy Vietnamese/Chinese language TV .582 .627 
11. I enjoy Vietnamese/Chinese language movies .592 .585 
12. I enjoy reading (e.g. books) in Vietnamese/Chinese .713 .699 
14. I write (e.g. letters) in Vietnamese/Chinese .639 .614 
17. My thinking is done in the Vietnamese/Chinese language .751 .781 
18. My contact with Vietnam/Chinese (e.g. sending gift, visiting 
families, following up Vietnam/China social and politic life) has 
been … (from ‘not every often’ to ‘extremely often’ as in scale) 
.678 .710 
20. My father identifies or identified himself as 
Vietnamese/Chinese 
.634 .402 
21. My mother identifies or identified herself as 
Vietnamese/Chinese 
.644 .518 
22. My friends, while I was growing up, were of 
Vietnamese/Chinese origin 
.748 .566 
24. My family cooks Vietnamese/Chinese food .497 .509 
26. My friends now are of Vietnamese/Chinese origin .680 .612 
28. I like to identify myself as a Vietnamese/Chinese .656 .106 
29. I like to identify myself as a Vietnamese/Chinese Australian .286 .620 
 
The rule of thumb is that an item with a Pearson’s correlation value below 0.2 (Field 2009; Pallant 
2010) or near zero (Churchill Jr 1979) should be excluded. However, Clark and Watson (1995) 
argued that if an item reflects the theoretical core of the construct but does not correlate strongly, it 
should not be eliminated without considering why it did not correlate; researchers should be careful 
when removing items only due to non-adequate reliability tests. It was recommended by these 
authors that: 1) item analysis should be guided not only by empirical (operational) but also theory-
driven (validity) considerations; and 2) researchers should analyse conjointly reliability and validity 
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evidences. Thus, a validity check for the scale was performed in this thesis, as presented in the next 
sub-section.  
Discriminant validity check  
Given the home and host orientation items were placed in the one questionnaire, it was deemed 
important to check the independence and/or discriminant validity of these measures. In a recent 
study, Voorhees et al. (2016) recommended the traditional AVE (Average Variance Extracted 
comparison (Fornell & Larcker 1981), as well as the more contemporary HTMT (Hetero-Trait-
Mono-Trait) ratio, which is the ratio of inter-scale correlation and intra-scale correlations (Henseler, 
Ringle & Sarstedt 2015).  
In this thesis, the HTMT was used because a ratio of less than 0.85 indicated that the two scales 
reflected different constructs (Henseler, Ringle & Sarstedt 2015). The HTMT ratios were 0.67 for 
the Vietnamese respondents and 0.62 for the Chinese respondents, both less than the 0.85 cut-off 
point, further concluding the home and host orientation measures were of different constructs. 
Taking into consideration the results from the reliability and validity check for the home and host 
culture orientations, together with the fact that the scale has been used in many other settings (see 
Sub-section 4.7.2), this thesis employed the full adapted ARSMA-II – home culture orientation (17 
items) and host culture orientation (13 items) – for both the Vietnamese and Chinese migrant 
samples. As such, no items were eliminated.  
5.5.4.2 Purchase involvement of soy sauce and socks  
Consumers’ level of product involvement was assessed via three items from Zaichkowsky (1994) 
using a 7-point scale (see Sub-section 4.7.2.4 for former discussion). These items were used to 
measure whether the soy sauce and socks were perceived as low- or high-cost, had a substantial 
effect on the respondents’ lifestyle/standard of living, and involved lots of time researching before 
buying. Table 5-29 below presents the corresponding Cronbach’s alpha values for the involvement 
scale across both products for both migrant samples. It shows that the involvement scale for soy 
sauce had a marginally acceptable level of internal consistency, with a Cronbach’s alpha value of 
0.64 for the Chinese and 0.66 for the Vietnamese, and that the involvement scale for socks had an 
acceptable level of internal consistency with a Cronbach’s alpha value of 0.72 for Chinese and 0.75 
for Vietnamese. It has been put forward that ideally, the Cronbach’s alpha coefficient of a scale 
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should be above 0.7 (DeVellis 2016; Kline 2015). Although it has also been noted that they can be 
sensitive to the number of items in the scale, and with short scales (e.g. those with less than 10 items) 
it is common to find low Cronbach’s alpha values (Peterson 1994).  
Table 5-29 also indicates that deletion of any of the items in the scale would not improve the 
Cronbach’s alpha value. In addition, the last three rows in the table show that the Pearson’s 
correlations between the specific item and the sum of all the other items were greater than 0.4, which 
surpasses the threshold of 0.3 suggested by Field (2009). Thus, it was concluded that the product 
involvement scale in relation to the soy sauce and socks products was reliable for this thesis.  
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Table 5-29: Stage 2B - product involvement reliability analysis 
 
The mean purchase involvement levels for soy sauce and socks were compared using the one-sample 
t-test, to determine whether the overall score for each stimulus was statistically significantly different 
to the test value (i.e. 4 - midpoint score). If a purchase involvement score is statistically significantly 
lower than 4, it suggests the product is having low purchase involvement, and vice versa.  
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Table 5-30 below presents the results of the one-sample t-test analysis for product purchase 
involvement in relation to the soy sauce and socks among the Vietnamese and Chinese respondents. 
As shown, these mean values were statistically significantly lower than the test value of 4 (p-value 
< 0.05) across both products and both samples. Additionally, the Cohen’s d results indicated there 
was a medium to large effect (Cohen 1992). These results indicated that both respondent groups 
considered both products to be low-involvement, supporting their selection.  
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Table 5-30: Stage 2B – one-sample t-test analysis for soy sauce and socks purchase 
involvement 
 
**p-value < 0.05 
 Assumption check for MANCOVA testing 
This section presents the results from the eight assumptions tests that were conducted before running 
MANCOVA. As discussed in Sub-section 4.9.2 and further detailed below, the first two assumptions 
related to assessing the study design and measurements, and the remaining six related to assessing 
how the data fits the MANCOVA model.  
Assumption #1: independent random sampling. The research design for each product involved a 
between-group evaluation. There was no relationship between the observations in each respondents’ 
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group or between the groups for a given product7. Given that this thesis’s aim was not to compare 
the findings from the two products quantitatively, assumption #1 was satisfied.  
Assumption #2: level and measurement of the variables. Across both the Vietnamese and Chinese 
datasets, all dependent variables were measured using continuous variables. An average of three 
items was used to assess the overall perceived quality score for soy sauce, and four items to assess 
the overall perceived quality for socks. Each of the three independent variables in each dataset 
consisted of categorical, independent groups. Additionally, the gender covariate was dichotomous, 
and the other covariates (age, qualification and income) were ordinal. These levels of variables 
measurement are suitable for MANCOVA; thus assumption #2 was satisfied.  
Assumption #3: absence of multicollinearity. A correlation assessment was used to ensure that the 
dependent variables were not strongly correlated. Within the Vietnamese dataset, the cell-specific 
Pearson’s correlations between the two aggregate dependent variables (perceived quality and 
purchase intension) for each product ranged from -0.487 to 0.895 for 15 out of 16 cells in the 
experimental design. The only exception was the cell for soy sauce among high home and high host 
orientation migrants for this product from Thailand, where the correlation was 0.932. These results 
indicated an overall moderate correlation between the two variables (Tabachnick & Fidell 2013). In 
addition, it was confirmed in Sub-section 5.5.4 that the two scales were different constructs via 
testing for discriminant validity. Thus, it was safe to conclude that the degree of multicollinearity 
did not exceed the cut-off requirements, and there was no justification for removing one of the 
dependent variables or combining them into one measure.  
For the Chinese dataset, the Pearson’s correlations between the two dependent variables for each 
product ranged from 0.258 to 0.844 for all 16 cells of the designs, indicating a moderate correlation 
between the two variables. This satisfied the condition of moderate Pearson’s correlations (|r| < 0.9) 
(Tabachnick & Fidell 2013), and there was no evidence of multicollinearity within the Chinese 
dataset. Thus, assumption #3 was satisfied for both datasets.  
Assumption #4: normality. The Shapiro-Wilk's test was employed to check the normality for each 
cell of the experimental design across both datasets. For each product’s assessment, the Bonferroni 
correction (Pituch & Stevens 2016) was used, where the statistical significance threshold for 
                                                 
7 Each respondent evaluated the two products (soy sauces and socks) from a given country. 
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acceptance of 0.05 was divided by 16 – the number of test runs – resulting in the new significant 
level would be 0.05 ÷ 16 = 0.003. If the assumption of normality is violated, the ‘sig.’ value will be 
less than 0.003. 
In the Vietnamese dataset, the perceived quality scores of soy sauce were normally distributed (p > 
0.003) across all cells, as were the purchase intention scores in 14 out of the 16 cells. The perceived 
quality scores of socks were also normally distributed (p > 0.003) in 15 out of the 16 cells, as were 
the purchase intention scores in 13 out of the 16 cells. In the Chinese dataset, the perceived quality 
scores of soy sauce were normally distributed (p > 0.003) in 15 out of the 16 cells, while all of the 
purchase intention scores were normally distributed (p > 0.003). Both perceived quality and purchase 
intention scores of socks were also normally distributed (p > 0.003) across all cells.  
While violation of normality arose in a small number of cells, three-way MANCOVA was still used 
as it is robust in regard to non-normality (Weinfurt 1995).  
Assumption #5: sample size adequacy. The assumption was that to run a three-way MANCOVA, 
each cell needs to be sufficiently large. Table 5-31 below presents the number of data per cell for 
the Stage 2B research design (i.e. a factorial 4x2x2) across both respondent groups. There were 
seven cells with less than 20 data points per cell within the Vietnamese dataset, and three with less 
than 20 data points within the Chinese dataset. Thus, while the data did not meet the set target as 
discussed in Sub-section 4.7.5.2 (i.e. each cell should contain 20 data points), these cells met the 
requirement for optimal cell size suggested by Swanson and Holton (2005) (i.e. six to ten times the 
number of dependent variables, which is 12 to 20 data points per cell with two dependent variables). 
It has also been suggested that when cells in a factorial MANCOVA have different sample sizes, 
this can cause the main effects and interactions to be correlated (French et al. 2008). Thus, the 
MANCOVA was performed here using Type III sums of squares, as this approach is not dependent 
on the sample size; thus effect estimates are not a function of the frequency of observations in any 
group (Tabachnick & Fidell 2013).   
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Table 5-31: Stage 2B – MANCOVA assumption – sample size adequacy   
 
Assumption #6: homogeneity of variance-covariance matrices. The assumption is that the variance 
and covariance of the dependent variables in each cell of the design (i.e. group combination) should 
be equal (Pituch & Stevens 2016). This assumption was tested with Box's M test of equality of 
covariance matrices, and due to the sensitivity of this test, a much lower cut-off of p < 0.001 was 
used (Pituch & Stevens 2016). The corresponding results presented in Table 5-32 below indicate 
that within the Vietnamese dataset, the assumption of homogeneity of covariance matrices was 
violated across both soy sauce (p = 0.001) and socks (p < 0.001), whereas it was not found to be 
violated for the Chinese dataset for either soy sauce (p = 0.107) or socks (p = 0.833).  
The Box's M test is known to be very sensitive when sample sizes are small and unequal (Rencher 
& Christensen 2012), and the requirement for an adequate sample size is vital since MANCOVA 
can be markedly affected (Hair, Bush & Ortinau 2003). It has therefore been recommended that 
researchers use the Pillai's Trace criterion instead of Wilks' Lambda within the omnibus F-test, as 
this is more robust against unequal covariance matrices (Olson 1976; Rencher 2012).   
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Table 5-32: Stage 2B – MANCOVA assumptions – Box's M tests of equality of covariance 
matrices 
 
Assumption #7: homogeneity of variances. The three-way MANCOVA assumes there are equal 
variances between each cell of the design (Pituch & Stevens 2016). This assumption was analysed 
here via Levene's test of homogeneity tests. These results are presented in Table 5-33, showing that 
all values were greater than 0.05 across the dependent variables, products and migrant groups. This 
indicates the variances were equal and that the assumption of homogeneity of variances was met, 
enhancing the reliability of results and supporting the robustness of MANCOVA (Pituch & Stevens 
2016).  
Table 5-33: Stage 2B – MANCOVA assumptions – Levene's tests of equality of error 
variance 
 
Assumption #8: relationship between covariate(s) and independent variables. The assumption was 
that there would be no interaction between the covariates (age, gender, qualification and income) 
and the independent variables (COO, high/low home and high/low host). This assumption was 
validated via univariate tests incorporating interaction terms between independent variables and 
covariates. Table 5-34 below shows the p-value for all interaction terms across both products’ 
assessments and datasets.  
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The results confirmed that there was homogeneity of regression slopes since the interaction terms 
were not statistically significant (p > 0.05) for 42 out of 48 of them within the Vietnamese dataset, 
and for 42 out of 48 of them within the Chinese dataset (see Table 5-34 below). Hence, the 
assumption of homogeneity of regression slopes was largely met. According to Grace-Martin, when 
this assumption has been violated, the researcher should consider keeping the covariates for a more 
accurate estimate of the real relationship between the independent variables and the outcomes, and 
results reported with respect to the given covariates.  
Table 5-34: Stage 2B – MANCOVA assumptions – statistically significant levels of 
interaction terms between covariates and independent variables 
 
In summary, across the eight assumptions there was minimal violation of the MANCOVA 
assumptions. Hence, the data was deemed as sufficient to undertake the MANCOVA assessment.  
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 Results of MANCOVA analysis and hypotheses testing 
The three-way MANCOVA was applied in the field survey, to assess the proposed hypotheses that 
were listed in Section 3.8. This involved three broad sets of hypotheses tests. First, there was a test 
for the main effects of COO, to identify whether migrants’ perceived quality and intent to purchase 
products from different countries varied (i.e. hypotheses 1a and 1b). Then there was a test for the 
moderating effect of home (or host) culture orientation on the COO effects (i.e. two-way interaction 
effects), to identify whether migrants with differing levels of such orientation perceived quality and 
intended to purchase products from the countries differently (i.e. hypotheses 2 to 5). Lastly, there 
was a test for the moderating effects of both home and host culture orientation on the COO effects 
(i.e. three-way interaction effects), to identify whether migrants with different levels of home and 
host culture orientation perceived quality and intended to purchase products from different countries 
differently (i.e. hypotheses 6 and 7).  
For each hypothesis, there were eight cases related to the two migrant groups (Vietnamese and 
Chinese), the two products (soy sauce and socks) and the two assessment measures (perceived 
quality and purchase intention), as listed in Table 5-35. As discussed in Chapter 3, this thesis also 
tested culturally-similar countries in terms of COO, to assess whether there is a broader impact of 
migration on consumers’ views. Thus, for each case in Table 5-35, a test was also conducted to 
check whether the effects spread beyond the migrant consumers’ views of home and host countries 
to culturally-similar home and host countries; that is, two sub-hypotheses were tested in each case. 
This resulted in 16 sub-hypotheses for each main hypothesis in this thesis, and if any of these were 
confirmed, the respective main hypothesis was deemed as partly confirmed. 
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Table 5-35: Stage 2B - eight cases for each hypothesis 
 
The following are the 16 sub-hypotheses for also-listed Hypothesis 1a, which considered the main 
effects of the COO cues:  
H1a: Migrant consumers will have a more positive assessment of products made in the host country 
than products made in home and home culturally-similar countries.  
H1a(1): Vietnamese migrant consumers will have more positive perceived quality of soy sauce made 
in Australia than products made in Vietnam. 
H1a(2): Vietnamese migrant consumers will have more positive perceived quality of soy sauce made 
in Australia than products made in Thailand. 
H1a(3): Vietnamese migrant consumers will have more positive purchase intention of soy sauce 
made in Australia than products made in Vietnam. 
H1a(4): Vietnamese migrant consumers will have more positive purchase intention of soy sauce 
made in Australia than products made in Thailand. 
H1a(5): Vietnamese migrant consumers will have more positive perceived quality of socks made in 
Australia than products made in Vietnam. 
H1a(6): Vietnamese migrant consumers will have more positive perceived quality of socks made in 
Australia than products made in Thailand. 
H1a(7): Vietnamese migrant consumers will have more positive purchase intention of socks made 
in Australia than products made in Vietnam. 
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H1a(8): Vietnamese migrant consumers will have more positive purchase intention of socks made 
in Australia than products made in Thailand. 
H1a(9): Chinese migrant consumers will have more positive perceived quality of soy sauce made in 
Australia than products made in China. 
H1a(10): Chinese migrant consumers will have more positive perceived quality of soy sauce made 
in Australia than products made in South Korea. 
H1a(11): Chinese migrant consumers will have more positive purchase intention of soy sauce made 
in Australia than products made in China. 
H1a(12): Chinese migrant consumers will have more positive purchase intention of soy sauce made 
in Australia than products made in South Korea. 
H1a(13): Chinese migrant consumers will have more positive perceived quality of socks made in 
Australia than products made in China. 
H1a(14): Chinese migrant consumers will have more positive perceived quality of socks made in 
Australia than products made in South Korea. 
H1a(15): Chinese migrant consumers will have more positive purchase intention of socks made in 
Australia than products made in China. 
H1a(16): Chinese migrant consumers will have more positive purchase intention of socks sauce 
made in Australia than products made in South Korea. 
As discussed in Sub-section 4.9.3, there are established MANCOVA criteria that help to determine 
how many steps including follow-up steps are needed within the analysis (Rencher 2012). The 
decision to undertake MANCOVA and its follow-up tests in this thesis was based on three criteria: 
1) due to the unequal sample sizes within cells of the experiment, MANCOVA was performed using 
Type III sums of squares; 2) this multivariate test was assessed via Pillai’s Trace statistics; and 3) 
the Bonferroni adjustment was automatically made in SPSS to correct for multiple pairwise 
comparisons run between the cells (i.e. groups) of simple main effects. This thesis also heeded 
Fisher’s recommendation (1992) with regard to the level of significance to accept or reject null 
hypothesis; that is, if the p-value is less than 0.1 before the Bonferroni adjustment, the null 
hypothesis will be rejected and it can be concluded that a significant difference exists.  
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The MANCOVA procedure typically starts with an assessment of the highest interaction order 
(three-way interaction), followed by an assessment of lower-order interactions (two-way 
interaction), down to the main effects. The hypotheses are developed and are reported on to assess 
the main effects to the two-way interactions and then the three-way interactions. Sub-section 5.5.6.1 
below presents results from the multivariate F-test for the two migrant consumer groups. Sub-section 
5.5.6.2 then presents the hypotheses’ testing results in relation to the main effects of COO on migrant 
consumers’ product assessments. Sub-sections 5.5.6.3 and 5.5.6.4 next discuss the assessment of the 
COO effects in relation to different levels of home and host orientation, respectively. Lastly, Sub-
section 5.5.6.5 assesses the interaction effects of home and host orientation on COO effects.  
5.5.6.1 Multivariate F-test results  
Running an omnibus F-test was the first step in determining whether there was a statistically 
significant effect between the three independent variables and either of the two dependent variables 
(Tabachnick & Fidell 2013), and the results are presented in Table 5-36 below, where the lines in 







Table 5-36: Stage 2B - multivariate F- test results for Vietnamese and Chinese migrant groups 
 






Regarding three-way interaction effects (see rows 7 and 14 of Table 5-36), there was a statistically 
significant three-way interaction between COO, home orientation and host orientation on the 
dependent variables for soy sauce within the Vietnamese group, where Pillai’s Trace = 0.033, F(6, 
788) = 2.201, p-value = 0.041 (i.e. only row 7). The multivariate effect size was small (Huberty & 
Olejnik 2006) with ƞ2 = 0.016, which indicated that only 1.6% of the variance in perceptions of 
quality and purchase intentions for soy sauce within the Vietnamese group were accounted for by this 
effect. In addition, the three-way interaction was insignificant for socks within the Vietnamese group 
(Pillai’s Trace = 0.026, F(6, 788) = 1.737, p-value = 0.110) (see row 14).  
The interaction effect between COO, home orientation and host orientation on the dependent 
variables for socks within the Chinese group was significant, where Pillai’s Trace = 0.032, F(6, 686) 
= 1.880, p-value = 0.082 (row 14). The multivariate effect size was small (Huberty & Olejnik 2006), 
where ƞ2 = 0.016, which indicated that only approximately 1.6% of the variance in perceptions of 
quality and purchase intentions of socks within the Chinese group were accounted for by this effect. 
In addition, the three-way interaction was insignificant for soy sauce within the Chinese group 
(Pillai’s Trace = 0.024, F(6, 686) = 1.403, p-value = 0.211) (see row 7).  
Based on these results, follow-up tests were conducted to further examine the statistically significant 
three-way interactions in more detail, including assessing the impact on each of the two dependent 
variables of perceived quality and purchase intention (Pituch & Stevens 2016). Table 5-37 shows 
these results from the univariate ANOVAs for each dependent variable for statistically significant 
results across the two groups, as identified in Table 5-36. The F-values obtained from these paired 
analyses were identical to running a separate univariate ANOVAs for each dependent measure. 
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Table 5-37: Stage 2B - test of between-subject effects for significant three-way interaction in 
multivariate F-test 
 
**p-value < 0.05; *p-value <0.1; PI = purchase intention; PQ = perceived quality 
The results in Table 5-37 indicated a statistically significant interaction effect between COO, home 
orientation, and host orientation for purchase intention of soy sauce within the Vietnamese group, 
based on F(3,394) = 3.067, p-value = 0.028, partial η2 = 0.023; and for purchase intention for socks 
within the Chinese group, where F(3,343) = 2.445, p-value = 0.064, partial η2 = 0.021. In contrast, in 
the univariate ANOVA for three-way interaction on perceived quality of soy sauce within the 
Vietnamese group and perceived quality of socks within the Chinese group, neither was statistically 
significant. Thus, follow-up tests for simple two-way interaction and simple main effect via 
Bonferroni adjustment were run for the significant results, to determine where the differences were, 
to decide whether to accept or reject hypotheses 6 and 7. These findings are further discussed in Sub-
section 5.5.6.5. 
Regarding two-way interaction effects, results for 12 multivariate two-way interactions across two 
products and two samples are presented in rows 4, 5, 6, 10, 11 and 12 of Table 5-36. These results 
were used to assess hypotheses 2 and 3 for two-way interaction effects between home culture 
orientation and COO (as further discussed in Sub-section 5.5.6.3), and hypotheses 4 and 5 for two-
way interaction effects between host culture orientation and COO (as further discussed in Sub-section 
5.5.6.4). There was only a statistically significant two-way interaction between COO and home 
orientation on the dependent variables for socks within the Chinese group, where Pillai’s Trace = 
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0.038, F(6, 686) = 2.285, p-value = 0.034 (row 11). The multivariate effect size was small (Huberty 
& Olejnik 2006), where ƞ2 = 0.020. The two-way interaction effects on the two dependent variables 
were not statistically significant in all other 11 cases (rows 4, 5, 6, 10, 11 and 12 in Table 5-36). These 
results indicated statistically significant differences between each pair of predictor variables 
(COO*home, COO*host, and home*host) on the dependent variables across both products within the 
Vietnamese group, and for the soy sauce product within the Chinese group.  
Follow-up tests with univariate ANOVAs for each dependent variable of the statistically significant 
two-way interaction between COO and home orientation for the Chinese group  in relation to socks 
were run. These follow-up tests (as presented in Table 5-38) evaluated the two-way interaction effect 
for socks within the Chinese group in more detail, to assess the impact on each of the two dependent 
variables of perceived quality and purchase intention (Pituch & Stevens 2016). 
Table 5-38: Stage 2B - test of between-subject effects for significant two-way interaction in 
multivariate F-test 
 
**p-value < 0.05; *p-value <0.1; PI = purchase intention; PQ = perceived quality 
 
As can be seen, the two-way interaction between COO and home orientation was statistically 
significant for perceived quality of socks within the Chinese group (F(3,343) = 2.919, p-value = 
0.034, partial η2 = 0.025), and for purchase intention of socks within the Chinese group (F(3,343) = 
2.552, p-value = 0.055, partial η2 = 0.022). Further analysis of the simple main effects with Bonferroni 
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adjustment was therefore run to identify where any difference might occur. These findings are 
presented in Sub-section 5.5.6.3.  
Regarding main effect of COO cues, the focal variable of this thesis is product COO, while home 
orientation and host orientation are moderator variables (as previously discussed in Sub-section 
4.9.3). Thus, it was important to test whether COO main effects existed for both dependent variables, 
both products and in both migrant groups. These results were used to assess hypotheses 1a and 1b.  
The results in Table 5-36 above indicate a statistically significant multivariate effect occurred for the 
COO effect across quality perceptions and purchase intentions for soy sauce within the Vietnamese 
group (Pillai’s Trace = 0.055, F(6,788) = 3.684, p-value = 0.001), and for socks within the 
Vietnamese group (Pillai’s Trace = 0.054, F(6,788) = 3.626, p-value =0.001). Although the 
multivariate effect size was small in both cases (Huberty & Olejnik 2006) with ƞ2 = 0.027 . The 
multivariate COO main effects were not statistically significant across either dependent variable for 
both products within the Chinese group (p-values > 0.1). Follow-up tests with univariate ANOVAs 
for the Vietnamese group were subsequently conducted and are presented in Table 5-39 below.  
Table 5-39: Stage 2B - test of between-subjects for main effects of COO 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality 
 
As shown in Table 5-39, there was no statistically significant main effect of COO in relation to 
purchase intention for soy sauce among the Vietnamese group. However, the perceived quality of soy 
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sauce (F(3,394) = 3.995, p-value = 0.008, partial η2 = 0.030), perceived quality of socks (F(3,394) = 
6.834, p-value < 0.001, partial η2 = 0.049) , and purchase intention of socks (F(3,394) = 4.489, p-
value = 0.004, partial η2 = 0.033) were found to be statistically significant based on the products’ 
COO. In all of these cases, the effect sizes were small (i.e. ranging from 3% to 4.9%), indicating that 
only a small proportion of variance in product evaluation was predictable from the different COOs. 
To further assess the differences between the country pairings, Tukey’s pairwise comparisons were 
undertaken for the mean scores of cases where there were statically significant effects, allowing the 
assessment of hypotheses H1a and H1b. These results are further discussed in Sub-section 5.5.6.2.  
It is important to note that the results in Table 5-36 (above) also showed statistically significant main 
effects of home orientation on the dependent variables for soy sauce and socks within the Vietnamese 
group ((Pillai’s Trace = 0.014, F(2,393) = 2.813, p-value = 0.061, and Pillai’s Trace = 0.013, F(2,393) 
= 2.598, p-value = 0.076), respectively). Although the multivariate effect sizes were small in both 
cases, ƞ2 = 0.014 for soy sauce and ƞ2 = 0.013 for socks. While this thesis was not purposely 
seeking to understand the home orientation main effect, it was deemed important to understand its 
possible impact on proposed relationships, allowing for comprehensive consideration of those effects. 
Thus, follow-up tests were run for the main effects with each dependent variable and are presented 
in Table 5-40.  
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Table 5-40: Stage 2B - test of between-subject effects for significant multivariate statistics 
 
**p-value <0.05; *p-value < 0.1; PI = purchase intention; PQ = perceived quality 
 
As can be seen in Table 5-40, within the Vietnamese group, there was a statistically significant main 
effect of home orientation in regards to perceived quality of soy sauce (F(3,394) = 3.454, p-value = 
0.064, partial η2 = 0.009), purchase intention of soy sauce (F(3,394) = 5.545, p-value = 0.019, partial 
η2 = 0.014), and purchase intention of socks (F(3,394) = 4.445, p-value = 0.036, partial η2 = 0.011). 
Although the effect was insignificant for the perceived quality of socks. These effect sizes were 
extremely small, ranging from 0.9% to 1.4%, which indicated that only a minute proportion of 
variance in product evaluations was predictable based on Vietnamese migrants’ home orientation.  
Due to these significant results, post hoc analysis via Turkey pairwise comparisons was undertaken 
to identify where any such differences may occur. While there was no specific hypotheses developed 
for the main effect of home or host (as discussed in Section 3.4), post hoc analysis for the effect of 
home orientation is important to potentially explain significant/insignificant effects for two-way 
interaction between COO and home orientation or three-way interaction between COO, home and 
host orientation. The corresponding post hoc analysis results in Table 5-41 below indicate that the 
Vietnamese migrants with high home orientation had a statistically higher level of perceived quality 
of soy sauce and a higher level of intention to purchase both soy sauce and socks than those with a 
low home orientation (p-value were 0.064, 0.019 and 0.036, respectively). 
 223 
Table 5-41: Stage 2B - pairwise comparisons for main effects of home orientation 
 
**p-value < 0.05; *p-value <0.1; PI = purchase intention; PQ = perceived quality; TRUE = migrants with high home orientation; FALSE = 






5.5.6.2 Effects of COO on migrant consumer products assessment 
The first set of hypotheses related to the main effects of COO on migrant consumers’ assessments of 
soy sauce and socks from their home, host, home culturally-similar and host culturally-similar 
countries. These are: 
H1a: Migrant consumers will have a more positive assessment of products made in their host country 
than products made in their home and home culturally-similar countries.  
H1b: Migrant consumers will have a more positive assessment of products made in host culturally-
similar countries than products made in home and home culturally-similar countries.  
Table 5-42 below presents results from the multiple comparisons for main effects of COO within the 
Vietnamese group, following up test the significant results in Table 5-39 (above). Vietnamese 
migrants’ perceived quality of soy sauce from Australia (i.e. host country) was statistically 
significantly higher to their perceived quality of soy sauce from Thailand (i.e. culturally-similar to 
home country) and Vietnam (i.e., home country) (p-value were 0.026 and 0.01, respectively). The 
soy sauce from New Zealand (i.e. culturally-similar to host country), Vietnam and Thailand were not 
perceived to be statistically different from each other.  
In regards to the perceived quality of socks, the results in Table 5-42 indicate that within the 
Vietnamese group, perceptions of socks from Australia were statistically significantly higher than 
from Thailand (p < 0.05) and Vietnam (p = 0.05). Perceptions of socks from New Zealand were also 
statistically significantly higher quality from Vietnam (p = 0.02). There were no other statistically 
significantly differences for perceived quality of socks across the other country pairings. 
In regards to the purchase intentions of socks, the results in Table 5-42 show that within the 
Vietnamese group, their intention to purchase was statistically significantly higher for socks from 
Australia compared to from Vietnam (p = 0.009). Their intention to purchase socks from New 
Zealand was also statistically significantly higher than for Vietnam (p = 0.043). There were no 
statistically significant differences for purchase intention of socks across the other country pairings.  
As previously shown in Table 5-39, the main effects of COO within the Chinese group was not 
statistically significant for both soy sauce and socks, indicating these migrants did not perceive 
differences in quality or purchase intentions for either product across the country pairings.  
Hypothesis H1a proposed that Migrant consumers will have a more positive assessment of products 
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made in their host country than products made in their home and home culturally-similar countries, 
which was only partly supported (in 5 of the 16 cases). In particular, H1a was supported in the 
following instances: 
• Vietnamese migrants conveyed a higher perceived quality for soy sauce and socks made in 
the host country than those products made in home and home culturally-similar countries.  
• Vietnamese migrants conveyed a higher intention to purchase socks from the host country 
than those made in their home country. 
Hypothesis H1b, Migrant consumers will have a more positive assessment of products made in host 
culturally-similar countries than products made in home and home culturally-similar countries, was 
put forward to examine the COO effects between culturally-similar to host country and home and 
culturally-similar to home country. The corresponding results in Table 5-42 show that in the 
Vietnamese group, socks from New Zealand (i.e. culturally-similar to host country) were perceived 
to be higher in quality (p = 0.02), and also fostered higher purchase intentions (p = 0.043) than socks 
from Vietnam (i.e. home country). However, perceived quality and purchase intention for soy sauce 
were not found to be statistically significant different between these two countries. There were also 
no statistically significant differences between New Zealand and Thailand (i.e. culturally-similar to 
host and home countries respectively) among the Vietnamese regarding their assessment of soy sauce 
and sock products.  
As such, Hypothesis H1b was only partly supported (in 2 of the 16 cases) in the following instance:  
• Vietnamese migrants showed a higher perceived quality and purchase intention for socks 
from host culturally-similar countries than those products made in their home country.  
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Table 5-42: Stage 2B - multiple comparisons for main effects of COO in the Vietnamese group 
(I) COO (J) COO 




































AU NZ .444 .201 .165 -.088 .976 .271 .187 .887 -.224 .765 .139 .251 1.000 -.528 .805 
TL .577* .202 .026** .043 1.112 .496 .187 .050** .000 .993 .578 .252 .136 -.092 1.247 
VN .628* .198 .010* .103 1.153 .799* .184 .000** .311 1.287 .789* .248 .009** .132 1.447 
NZ AU -.444 .201 .165 -.976 .088 -.271 .187 .887 -.765 .224 -.139 .251 1.000 -.805 .528 
TL .133 .196 1.000 -.386 .652 .226 .182 1.000 -.257 .709 .439 .245 .445 -.211 1.089 
VN .184 .192 1.000 -.325 .693 .528* .179 .020** .055 1.002 .651* .241 .043** .012 1.289 
TL AU -.577* .202 .026** -1.112 -.043 -.496 .187 .050** -.993 .000 -.578 .252 .136 -1.247 .092 
NZ -.133 .196 1.000 -.652 .386 -.226 .182 1.000 -.709 .257 -.439 .245 .445 -1.089 .211 
VN .051 .192 1.000 -.459 .560 .302 .179 .549 -.172 .776 .212 .241 1.000 -.427 .850 
VN AU -.628* .198 .010* -1.153 -.103 -.799* .184 .000** -1.287 -.311 -.789* .248 .009** -1.447 -.132 
NZ -.184 .192 1.000 -.693 .325 -.528* .179 .020** -1.002 -.055 -.651* .241 .043** -1.289 -.012 
TL -.051 .192 1.000 -.560 .459 -.302 .179 .549 -.776 .172 -.212 .241 1.000 -.850 .427 
**p -value <0.05; PI = purchase intention; PQ = perceived quality; AU = Australia; NZ = New Zealand; VN = Vietnam; TL = Thailand 
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5.5.6.3 COO effects and relations with different levels of home culture orientation 
The second set of hypotheses examined the influence of home orientation on the migrant 
consumers’ assessments of soy sauce and socks from their home, host, culturally-similar to home, 
and culturally-similar to host countries. These hypotheses are:  
H2a: Migrant consumers with high home culture orientation will have more a positive 
assessment of products made in the home country than products made in the host and host 
culturally-similar countries. 
H2b: Migrant consumers with high home culture orientation will have a more positive 
assessment of products made in home culturally-similar countries compared to products made in 
the host and host culturally-similar countries. 
H2c: Migrant consumers with low home culture orientation will have a more positive assessment 
of products made in the host country than products made in the home and home culturally-similar 
countries. 
H2d: Migrant consumers with low home culture orientation will have more positive assessment 
of products made in host culturally-similar countries than products made in the home and home 
culturally-similar countries. 
H3a: Migrant consumers with high home culture orientation will have more positive assessment 
of their home country products than those with low home culture orientation. 
H3b: Migrant consumers with high home culture orientation will have more positive assessment 
of products from home culturally-similar countries than those with low home culture orientation.  
As shown in Table 5-36, two-way interaction effects between home orientation and COO were not 
statistically significant among Vietnamese, but existed among Chinese. Thus, post hoc tests of the 
simple main effects for COO within the Chinese sample (i.e. effects of COO for the two levels of 
home orientation) were undertaken to further examine hypotheses H2a, H2b, H2c, and H2d. Post 
hoc tests for simple main effects for home orientation within the Chinese sample (i.e. effects of 
home orientation for products from different COOs) were also undertaken to further examine 
hypotheses 3a and 3b.  
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The results of the simple main effects of COO among the Chinese group are presented in Table 
5-43 below. These indicate a statistically significant difference in perceived quality of socks from 
different COOs among Chinese migrants with low home orientation (F(3,343) = 3.085, p-value = 
0.027), but not for those with high home orientation. There were no statistically significant 
differences in purchase intention of socks from different COOs among the Chinese respondents 
irrespective of high or low home orientations.  
Table 5-43: Stage 2B - simple effects of COO at different levels of home orientation for 
socks assessment among the Chinese group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; FALSE = migrants with low home 
orientation; TRUE = migrants with high home orientation 
 
To identify which pairs of COO differed for perceived quality of socks among the Chinese with 
low home orientation, pairwise comparisons were undertaken, with the results presented in Table 
5-44 below. As seen in this table, among Chinese migrants with a low home orientation, the mean 
for perceived quality of socks from China (i.e. home country) was statistically significantly lower 
than for New Zealand (i.e. culturally-similar to host country), p-value = 0.031. There were no 
statistically significant differences for perceived quality of socks in other paired country cases.  
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Table 5-44: Stage 2B - pairwise comparison of simple effects of COO within the Chinese 
group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; AU = Australia; NZ = New Zealand; 
CN = China; SK = South Korea; TRUE = migrants with high home orientation; FALSE = migrants 
with low home orientation 
 
Based on the above, it can be concluded that hypotheses H2a and H2b – testing COO preferences 
among migrants with high home orientation – were not supported across the Vietnamese group for 
both products, and for the Chinese when assessing soy sauce (see Table 5-36). These hypotheses 
were also not supported among Chinese in the case of socks (see Table 5-43 above). Thus, it can 
be concluded that hypotheses H2a and H2b were not supported across any of the 16 cases.    
In addition, Hypothesis 2c – assessing migrants with low home orientation when evaluating 
products from the host country versus home or home culturally-similar countries – was not 
supported across any of the 16 sub-hypotheses (i.e. see Table 5-36 for statistically insignificant 
results among Vietnamese respondents for both goods and among Chinese for soy sauce, and Table 
5-44 for statistically insignificant results among the Chinese for socks). 
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Furthermore, Hypothesis H2d considered the COO preferences between products from the host 
culturally-similar and their home or home culturally-similar countries for consumers with a low 
home culture orientation. This was not supported within the Vietnamese sample for either product, 
and was also not supported in the Chinese sample for soy sauce (as shown in Table 5-36). The 
results in Table 5-44 above suggest that the Chinese with low home orientation perceived socks 
from China (i.e. home country) to be lower in quality than socks from New Zealand (i.e. culturally-
similar to host), but there was no difference between perceived quality of sock from South Korea 
(i.e. culturally-similar to home) and New Zealand (i.e. culturally-similar to host). They also 
indicate no differences in purchase intention of socks from New Zealand, China and South Korea 
among Chinese migrants with low home orientation. Thus, Hypothesis H2d is only partly 
supported, with respect to the assessment of socks within the Chinese group. 
As a result, Hypothesis H2d – Migrant consumers with low home culture orientation will have 
more positive assessment of products made in host culturally-similar countries than products made 
in the home and home culturally-similar countries – was only partly supported based on one of the 
16 possible differences (not supported in the remaining 15 16 cases):  
• Chinese migrants with low home orientation perceived socks from host culturally-similar 
countries to be better than socks from their home country. 
The results of the testing of the simple main effects of home orientation are reported in Table 5-45 
below for the four COOs, which were used to test hypotheses H3a and H3b. These results indicate 
a statistically significant difference between migrants with high and low home orientation in 
regards to perceived quality of socks from China (i.e. home country) (F(1,343) = 5.888, p-value = 
0.016), purchase intention of socks from China (F(1,343) = 6.680, p-value = 0.01), and perceived 
quality of socks from Australia (i.e. host country) (F(1,343) = 3.598, p-value = 0.059).  
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Table 5-45: Stage 2B - simple effects of home orientation among the different COOs for 
socks assessment within the Chinese group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; AU = Australia; NZ = New Zealand; 
CN = China; SK = South Korea; TRUE = migrants with high home orientation; FALSE = migrants 
with low home orientation 
 
Pairwise comparisons of the significant effects were also undertaken, to identify how high versus 
low home orientated influences the Chinese migrants’ assessment of socks from China (i.e. home 
country) and Australia (i.e. host country). These results, as per Table 5-46 below, show that the 
Chinese migrants with high home orientation had higher quality perceptions of socks from China 
(i.e. the home country) than those with low home orientation (p-value = 0.016). They also show 
that the Chinese migrants with high home orientation had higher purchase intention for socks from 
their home country than those with low home orientation (p-value = 0.010). There were no other 
statistically significant differences in relation to perceived quality and purchase intention of socks 
between other country pairings.  
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Table 5-46: Stage 2B - pairwise comparisons for simple effects of home orientation within 
the Chinese group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; AU = Australia; NZ = New Zealand; 
CN = China; SK = South Korea; TRUE = migrants with high home orientation; FALSE = migrants 
with low home orientation 
 
Based on these findings, Hypothesis H3a comparing migrants’ home country product assessments 
between those with high and those with low home orientation, was supported for Chinese migrant 
consumers in the case of socks. However, it was not supported in the other cases of Chinese 
migrant consumer assessments of soy sauce, and Vietnamese consumer assessments of soy sauce 
and socks (see Table 5-36). Thus, Hypothesis H3a – Migrant consumers with high home culture 
orientation will have more positive assessment of their home country products than those with 
low home culture orientation”, was only partly supported in 2 of the 16 cases:  
• Chinese migrant consumers with high home culture orientation had a higher perceived 




Hypothesis H3b, which considered the differences between migrants with high versus low home 
orientation in relation to their assessment of products from a culturally-similar country to their 
home country, was not supported in any cases across both migrant groups and both of the assessed 
goods (see Table 5-36 and Table 5-45).   
5.5.6.4 COO effects and relations with different levels of host culture orientation 
The results from the multivariate testing, as presented in Table 5-36, showed no statistically 
significant differences in assessment of both products for both migrant groups based on the 
interaction of COO and host culture orientation. Thus, hypotheses H4a, H4b, H4c, H4d, H5a, H5b, 
H5c and H5d, which considered the two-way interaction effect between COO and host orientation, 
were not supported in any cases. That is, there was no evidence that host orientation impacted on 
the Vietnamese and Chinese migrant consumers’ quality perceptions and purchase intentions for 
soy sauce or socks.  
5.5.6.5 Interaction effect of home and host orientation on COO effects 
The final set of hypotheses (H6 and H7) related to the moderating effect of both home and host 
culture orientations on the migrant consumers’ assessments of soy sauce and socks from their 
home, host, culturally-similar home and culturally-similar to host countries.  
H6a: Migrant consumers with low home and high host orientation have more positive assessments 
of products made in the host country than products made in the home and home culturally-similar 
countries. 
H6b: Migrant consumers with low home and high host orientation have more positive assessments 
of products made in host culturally-similar countries than products made in the home and home 
culturally-similar countries. 
H7a: Migrant consumers with high home and low host orientation have more positive assessments 
of products made in the home country than products made in the host and host culturally-similar 
countries.  
H7b: Migrant consumers with high home and low host orientation have more positive assessments 
of products made in home culturally-similar countries than products made in the host and host 
culturally-similar countries.  
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As reported in Table 5-37 the three-way interaction for purchase intention of soy sauce within the 
Vietnamese migrant consumer sample, and the three-way interaction for purchase intention of 
socks within the Chinese migrant consumer sample were both statistically significant. As such, 
further analysis was conducted via examination of the simple two-way interaction between COO 
and host orientation at all levels of home orientation, as per hypotheses H6a, H6b, H7a and H7b. 
This was followed by an examination of the simple main effects to assess for any statistically 
significant simple two-way interactions.  
The simple two-way interactions within the Vietnamese group are presented in Table 5-47. These 
results show there was a statistically significant simple main effect of COO among those 
Vietnamese migrants with high host and low home orientation (F(3,394) = 4.479, p-value =0.004). 
There was also a statistically significant simple main effect of COO among those migrants with 
low host and low home orientation (F(3,394) = 2.104, p-value = 0.099). In contrast, comparisons 
of the Vietnamese migrants with high levels of both home and host orientation and with low host 
and high home orientation produced no significant differences with respect to their purchase 
intention of soy sauce from different COOs.  
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Table 5-47: Stage 2B - post hoc analysis for three-way interaction for purchase intention 
of soy sauce within Vietnamese group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; hi_lo_home – FALSE = low home 
orientation; hi_lo_host – FALSE = low host orientation; hi_lo_home – TRUE = high home orientation; 
hi_lo_host – TRUE = high host orientation 
 
The statistically significant results as shown in Table 5-47 were then examined via a simple 
pairwise comparison, which sought to identify which COOs were different with respect to 
purchase intention of soy sauce among Vietnamese migrants with high host and low home 
orientations. Table 5-48 below reports on these pairwise comparisons of purchase intentions of 
soy sauce from the four countries examined within the Vietnamese group. These results show that 
soy sauce purchase intention was statistically significantly higher for products from Australia (i.e. 
host country) compared to New Zealand (i.e. culturally-similar to host) (p-value =0.026). The 
purchase intention for soy sauce from Australia (i.e. host country) was also statistically 
significantly higher of soy sauce from Thailand (i.e. culturally-similar to home) (p-value = 0.007). 
However, there were no statistically significant differences with respect to their purchase intention 
of soy sauce from other four country pairings.  
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Table 5-48: Stage 2B - pairwise comparisons for purchase intention of soy sauce among 
Vietnamese migrants with high host and low home orientation 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; AU = Australia; NZ = New Zealand; 
VN = Vietnam; TL = Thailand 
 
The simple two-way interactions for the Chinese group are next presented in Table 5-49 below. 
These show a statistically significant interaction between COO and home orientation for Chinese 
migrants with high host orientation (F(3,343) = 3.364, p-value = 0.019), but not for those with low 
host orientation. Post hoc analysis then sought to identify where the differences were (see Table 
5-50), and these results indicate no statistically significant simple main effects.  
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Table 5-49: Stage 2B - simple two-way interactions results for purchase intention of socks 
within Chinese group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; hi_lo_home – FALSE = low home 
orientation; hi_lo_host – FALSE = low host orientation; hi_lo_home – TRUE = high home orientation; 




Table 5-50: Stage 2B - simple main effects for purchase intention of socks within Chinese 
group 
 
**p-value <0.05; PI = purchase intention; PQ = perceived quality; hi_lo_home – FALSE = low home 
orientation; hi_lo_host – FALSE = low host orientation; hi_lo_home – TRUE = high home orientation; 
hi_lo_host – TRUE = high host orientation 
 
Based on the above results, Hypothesis H6a that considered the preference of migrants with high 
host and low home orientation for products from home and home culturally-similar countries over 
those from host and host culturally-similar countries was only partly supported in one instance (i.e. 
not in 15 of the other 16 sub-hypotheses) (as shown in Table 5-48 above):  
• Vietnamese migrant consumers with low home and high host orientation had a higher 
purchase intention for soy sauce made in the host country than made in home culturally-
similar countries. 
Furthermore, Hypothesis H6b was not supported in any case across the two migrant groups with 
respect to their assessment of the two separate products. There was no evidence suggesting that 
migrants with low home and high host orientations assessed soy sauce or socks from culturally-
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similar to host countries differently to those products from home or culturally-similar to home 
countries (as shown in Table 5-48 above). 
Lastly, hypotheses H7a and 7b, which assessed the preference of migrants with high home and 
low host orientations for products from home and home culturally-similar countries over those 
from host and host culturally-similar countries, were also not supported in any of the 16 sub-
hypotheses (see Table 5-47 above).  
 Summary of findings 
This chapter has discussed the qualitative and quantitative analysis that was undertaken across the 
four stages of this research. Stage 1A involved two focus groups (10 Vietnamese and 9 Chinese 
participants), where discussions identified that instant noodles raised health concerns, which may 
confound the COO effect. Consequently, instant noodles was replaced by soy sauce as the 
culturally-bound product category; while socks was selected as the culturally-neutral category after 
no issues were raised in the focus groups. Discussion also included feedback on the soy sauce and 
socks stimuli. Participants felt that soy sauce from Vietnam, Thailand, China and South Korea 
should be presented in both ethnic and English languages, while the stimuli for Australia and New 
Zealand could be presented in English only. For socks, the participants felt that English was 
sufficient for all goods, irrespective of where they were made.  
Stage 1B involved an online survey of 55 Vietnamese and 30 Chinese respondents, which was 
used to confirm the reliability of the perceived realism and psychic distance scales. Feedback on 
this survey process confirmed that the information about both goods needed to be supplemented 
with additional material. That is, soy sauce stimuli needed to better highlight the COO, and to 
include additional nutrition and ingredients information, while sock stimuli required more 
information about availability of colours and styles style as well as needing to better highlight the 
COO. New Zealand was selected as culturally-similar to Australia (i.e. host country), while South 
Korea was identified as culturally-similar to China, and Thailand to Vietnam (i.e. home countries).  
Stage 2A next ran the pre-test that was used to confirm the reliability of the perceived quality 
scales for both soy sauce and socks. Some concerns were raised regarding the wording of a few 
items, and these were revised. Additionally, price was added into the stimuli materials at the 
request of these respondents. 
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The final Stage 2B performed MANCOVA via a factorial experiment design 4x2x2 for each 
migrant group and each product. Several statistically significant effects were identified from this, 
but in all cases the hypotheses were only partly supported at best. In most cases, only a small 
amount of significance was identified across the potential effects. These statistically significant 
differences were: 1) main effect of COO cues among Vietnamese for soy sauce and socks; 2) two-
way interaction effect of COO and home orientation among Chinese for socks; and 3) three-way 
interaction effect of COO, home and host orientation for soy sauce among Vietnamese. There were 
no two-way interaction effects of COO and host orientation across both groups for both products. 
The corresponding results in relation to the hypotheses are summarised in Table 5-51 below, and 




Table 5-51: Summary of hypotheses relationships 
Hypotheses Test result Supporting cases 
H1a: Migrant consumers will have a more positive assessment of 
products made in their host country than products made in home and 
home culturally-similar countries.  
Partly supported 
(in 5 of the 16 sub-
hypotheses) 
Vietnamese migrants had a higher 
perceived quality for soy sauce and 
socks made in the host country than 
those made in home and home 
culturally-similar countries.  
Vietnamese migrants had a higher 
intention to purchase socks from the 
host country than those made in their 
home country. 
H1b: Migrant consumers will have a more positive assessment of 
products made in host culturally-similar countries than products made 
in home and home culturally-similar countries.  
Partly supported 
(in 2 of the 16 sub-
hypotheses) 
Vietnamese migrants had a higher 
perceived quality and purchase 
intention for socks from the host 
culturally-similar country than those 
in their home country.  
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H2a: Migrant consumers with high home culture orientation will 
have more a positive assessment of products made in the home country 
than products made in the host and host culturally-similar countries.  
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H2b: Migrant consumers with high home culture orientation will 
have a more positive assessment of products made in home culturally-
similar countries compared to products made in the host and host 
culturally-similar countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H2c: Migrant consumers with low home culture orientation will have 
more positive assessment of products made in the host country than 
products made in the home and home culturally-similar countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H2d: Migrant consumers with low home culture orientation will have 
more positive assessment of products made in host culturally-similar 
countries than products made in the home and home culturally-similar 
countries. 
Partly supported 
(in 1 of the 16 sub-
hypotheses) 
Chinese migrants with low home 
orientation perceived socks from their 
host culturally-similar country to be 
better than socks from their home 
country. 
H3a: Migrant consumers with high home culture orientation will have 
more positive assessment of their home country products than those 
with low home culture orientation. 
Partly supported 
(in 2 of the 16 sub-
hypotheses) 
Chinese migrant consumers with high 
home culture orientation had higher 
perceived quality and purchase 
intention of socks from their home 
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country than those with low home 
culture orientation. 
H3b: Migrant consumers with high home culture orientation will have 
more positive assessment of products from home culturally-similar 
countries than those with low home culture orientation.  
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H4a: Migrant consumers with high host culture orientation will have 
more positive assessment of products made in the host country than 
products made in the home and home culturally-similar countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H4b: Migrant consumers with high host culture orientation will have 
more positive assessment of products made in the host culturally-
similar countries than products made in the home and home culturally-
similar countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H4c: Migrant consumers with low host culture orientation will have 
more positive assessment of products made in the home country than 
products made in the host and host culturally-similar countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H4d: Migrant consumers with low host culture orientation will have 
more positive assessment of products made in the culturally-similar to 
home country than products made in the host and host culturally-similar 
countries. 
Not supported (in 





H5a: Migrant consumers with high host culture orientation will have 
more positive assessment of their host country goods than those with 
low host culture orientation. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H5b: Migrant consumers with high host culture orientation will have 
more positive assessment of goods from their host culturally-similar 
countries than those with low host culture orientation. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H5c: Migrant consumers with low host culture orientation will have 
more positive assessment of their home country goods than those with 
high host culture orientation. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H5d: Migrant consumers with low host culture orientation will have 
positive assessment of goods from home culturally-similar countries 
than those with high host culture orientation. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H6a: Migrant consumers with low home and high host orientation have 
more positive assessments of products made in the host country than 
products made in the home and home culturally-similar countries. 
Partly supported 
(in 1 of the 16 sub-
hypotheses) 
Vietnamese migrant consumers with 
low home and high host orientation 
have had purchase intentions for soy 
sauce made in the host country than 




H6b: Migrant consumers with low home and high host orientation have 
more positive assessments of products made in host culturally-similar 
countries than products made in the home and home culturally-similar 
countries. 
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H7a: Migrant consumers with high home and low host orientation have 
more positive assessments of products made in the home country than 
products made in the host and host culturally-similar countries.  
Not supported (in 
any of the 16 sub-
hypotheses) 
 
H7b: Migrant consumers with high home and low host orientation have 
more positive assessments of products made in home culturally-similar 
countries than products made in the host and host culturally-similar 
countries.  
Not supported (in 





 DISCUSSION AND CONCLUSIONS 
 Introduction 
The COO of a product is a pervasive notion. COO labels act as an external cue of product quality 
(Phau 2014), raise consumers’ awareness of sourcing, and can highlight the attractive features of 
products from certain countries (Cai, Cude & Swagler 2004). Despite the voluminous literature, 
an underexplored area in this research is the effect of COO cues on migrant consumers. This thesis 
has therefore aimed to provide a better understanding of the influence of COO cues on migrant 
consumer product evaluations. The main study in Stage 2B investigated the effects of COO on two 
groups of Australian migrant consumers (China and Vietnamese) by examining the intersection 
between COO and two dimensions of acculturation – home and host culture orientation. This 
problem is significant given the high level of migration and thus multiculturalism in Australia. 
The introduction in Chapter 1 presented potential reasons why consumers attach importance to the 
COO of products. Along with other extrinsic cues such as brand, price and packaging, the made-
in label is increasingly recognised as an important cue associated with consumer internal 
influences (e.g. quality perceptions or product attitudes) (Tse & Gorn 1993), consumer external 
influences (e.g. social status) (Papadopoulos 1993), and consumer decision-making process 
influences (e.g. purchase intentions) (Liefeld 1993).  
Chapter 2 then provided a review of prior research, providing insights into different ways that 
COO affects consumers’ product assessments in various research settings, including countries 
examined, consumer COO and product categories. The chapter also summarised empirical 
generalisations with regards to COO effects, and highlighted several relevant knowledge gaps, 
including under-exploration of COO effects in culturally-diverse environments (Parameswaran & 
Pisharodi 2002).  
Chapter 2 also examined the concept of consumer acculturation, which often shapes migrants’ 
consumption (Luedicke 2011); acculturation has been recognised as an important moderator 
influencing the effect of COO cues (Parameswaran & Pisharodi 2002). In terms of acculturation, 
defining the ‘home country’ for migrants is far more complicated than for other consumers that 
were born and live in the host country; as it could be perceived as the country they left or the 
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country they are living in. Thus, consumer preference formation based on the COO cue for migrant 
consumers could be different to mainstream host country consumers (Zolfagharian, Saldivar & 
Sun 2014), although this comparison was not examined here. Additionally, migrant consumer 
assessment of COO could also differ among various migrant consumer groups (Parameswaran & 
Pisharodi 2002). It has been documented that migrant consumers’ cultural attachment to goods 
and consumption based on their home or host culture orientation may result in the selection of a 
product from a specific country, regardless of its other attributes (Bruning & Saqib 2013). This 
thesis was therefore motivated by the limited understanding of the influence of consumer 
acculturation on COO assessments, which could be an important influencer in shaping migrant 
consumption preferences, especially when it represents their home and host COO.  
This thesis was conducted in Australia, where migrant consumers represent 49% of the population 
(Butler 2017); it is thereby not a niche market and is instead a huge multicultural opportunity (Read 
2013), with migrant consumer communities’ purchasing power greater than AUD$75 billion per 
year. Yet the development of multicultural marketing in Australia has largely been untapped (Chan 
& Ahmed 2006), and there is a lack of understanding of its migrant complexion. This lack of 
understanding has been considered one of the main barriers for conducting multicultural marketing 
in Australia (Craig 2014). 
It was therefore determined by this researcher that a greater understanding of how acculturation 
moderates COO effects in Australian migrant context will assist marketing practitioner knowledge 
about migrant consumer groups’ lifestyles and cultural values, and the everyday things that shape 
and define their mindsets. It will also help to increase awareness of migrant consumers’ attachment 
to home and host country culture consumption, regarding how various migrant groups behave in 
relation to alternative types of goods. This understanding has the potential to positively impact on 
marketing strategy for both domestic and import products sold in a multicultural market like 
Australia.  
The following two research objectives from this thesis were discussed in Chapter 3: 
• To investigate whether Vietnamese and Chinese migrants prefer (i.e., perceived higher 
quality and express higher level of purchase intention) their host country’s products to their 
home countries’ products, and whether these preferences extend to products from 
culturally-similar home and host countries. 
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• To understand the extent that Vietnamese and Chinese consumers’ acculturation levels (as 
measured by their home and host culture orientations) affect their preferences in regards to 
alternative COO product choices. 
On the basis of these objectives, 20 hypotheses were developed (as detailed in Section 3.9).  
Chapter 4 next discussed the methods chosen to be used in this thesis, which where was driven by 
its scope and focus. A quantitative approach was used in this thesis as the main methodology, 
while qualitative was used in the preliminary phase to aid the design of the stimuli material and 
questionnaire, to be used in the main field survey.  
Chapter 5 next discussed the results obtained from the four research stages of data analysis. The 
hypotheses were tested in the final research stage (Stage 2B) using MANCOVA as the main data 
analysis technique.  
This final Chapter 6 discusses the main findings (Section 6.2), establishes the contributions of this 
thesis to theory (Section 6.3) and practice (Section 6.4), identifies its limitations (Section 6.5), and 
suggests future research directions (Section 6.6), as well as providing an overall conclusion to the 
research (Section 6.7).  
 The findings and objectives of the research 
The goal of this section is to put the statistical findings into the context of existing theory and 
literature, from which implications will be drawn. It also assesses these findings against the thesis’s 
core research objectives and hypotheses.  
Overall, the findings in this thesis have indicated that COO effects exist among migrant consumers 
in some specific situations. They also suggest that migrants’ home and host culture orientation can 
play a significant role in affecting their preferences for some but not all products from different 
countries. The significance of the COO effect appears to depend on the nationality of the evaluating 
consumers (i.e. migrant groups) and the product categories that are examined. This suggests that 
different migrant groups will have different propensities that shape their consumption of products 
from their home and host countries, and that even within these migrant groups such variations exist 
based on levels of home and host orientation. As such, there does not appear to be a generalised 
effect of COO within the context of this thesis. 
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The results that were presented in Chapter 5 are expanded on within this chapter. In particular, 
Sub-section 6.2.1 discusses the findings of the main effects of COO cues, Sub-section 6.2.2 the 
findings of two-way interaction between home orientation and COO, Sub-section 6.2.3 the 
findings of two-way interaction between host orientation and COO, and Section 6.2.4 discusses 
the findings of three-way interaction between home orientation, host orientation and COO. Each 
hypothesis was tested across the two migrant groups (China/Vietnam), two products (culturally-
bound and culturally-neutral), and two product assessment measurements (perceived quality and 
purchase intention). Thus, each hypothesis is composed of 16 sub-hypotheses.  
The 20 main hypotheses are presented across three tables below. Table 6-1 presents the findings 
for 14 hypotheses: main effects of COO (H1a, H1b); two-way interaction effect between home 
orientation and COO cues, when one sub-group of migrants assessed goods from the four countries 
(H2a, H2b, H2c, H2d); two-way interaction effect between host orientation and COO cues, when 
one sub-group of migrants assessed goods from the four countries examined (H4a, H4b, H4c, 
H4d); and three-way interaction effect between home, host orientation and COO cues (H6a, H6b, 
H7a, H7b) across the two product assessments, for each migrant group across the two product 
categories the and pair of countries being tested. Table 6-3 presents the findings for the two 
hypotheses (H3a and H3b) that examined the two-way interaction effect between home orientation 
and COO cues, for product assessments between the two migrant groups (high home and low 
home), when evaluating products from a certain country. Lastly, Table 6-6 presents the finding for 
the four hypotheses (H5a, H5b, H5c and H5d) that investigated the two-way interaction effect 
between host orientation and COO cues, for product assessments between the two migrant groups 




Table 6-1: Summary of findings across products and migrant groups  
















































































































































































































































































S = significant; NS = not significant 
Bold indicates statistically significant differences.
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 Importance of COO cues in migrant context 
This thesis has examined what is perhaps the most basic issue in COO research: the distinction 
between home and other country goods, and its implications for consumer product evaluations. In 
his literature review regarding the effects of COO cues, Samiee (1994, p. 582) concluded “there 
tends to be a preference for domestically-produced products”. However, as mentioned earlier, a 
migrant may identify with multiple places as their home, including the country they left 
(homeland) and the country they now live in (adopted home). A basic assumption underlying the 
extant research on COO effects is that each consumer identifies with a single country (Zolfagharian 
& Sun 2010). This can make the product evaluation process more difficult for migrant consumers, 
especially when they can choose products from either their homeland (i.e. home country) or their 
adopted home (i.e. host country).  
The first set of hypotheses in this thesis (i.e. H1a and H1b) examined the main effect of COO cues 
among migrant consumers. These hypotheses predicted that migrants, regardless of their home and 
host orientation, would have a higher level of perceived quality and purchase intention for products 
from the host and host culturally-similar countries, than those from the home and home culturally-
similar countries. These hypotheses were based on the assumption that a migrant’s decision to 
relocate to another country is often based on a more positive perception of the host country 
including its products, relative to those made in the home and home culturally-similar countries. 
The multivariate analyses used to examine the migrant groups and products, as discussed in 
Chapter 5 (see Table 5-36), identified statistically significant differences among Vietnamese 
consumers’ assessments of some goods, while none were evident among these Chinese consumers. 
Thus, the first objective was partly confirmed (i.e. main effect of COO cues exists in some 
situations). Further review of these different products (i.e. culturally-bound and culturally-neutral) 
identified that only a difference in purchase intentions and quality assessments existed for socks 
(a culturally-neutral good) and only in comparison to some COO pairings (see Table 6-1 above). 
Earlier COO research has mainly focused on examining homogeneous groups of consumers within 
a given country, or several homogeneous groups from different countries (Chand & Tung 2011; 
Laroche et al. 2003). Although some COO research has implicitly assumed that homogenous 
consumer groups exist within the nations under investigation (Verlegh 2001). Overall, 
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understanding how COO operates in a culturally-diverse environment remains underexplored 
(Zolfagharian, Saldivar & Sun 2014), and prior research has not adequately examined cultural 
diversity of the population and COO effects (Parameswaran & Pisharodi 2002). The findings in 
this thesis have indicated that differences exist in how migrant communities evaluate products 
from home, host, culturally-similar to home and culturally-similar to host countries. For example, 
some migrant groups are more reliant on COO information (i.e. Vietnamese) for some products 
and some evaluations, while others are not as reliant on COO information (i.e. Chinese), at least 
when assessing low-involvement products. Thus, this thesis’s findings have confirmed that 
migrant consumers, even from within one region, are not homogeneous regarding COO 
assessments.  
Within COO literature, the impact of COO on product assessment appears to be dependent on the 
purchase involvement of the product (Henderson & Hoque 2010). Significant COO effects have 
generally been found to exist when evaluating luxury or high-involvement products, whereas it 
has been found to be insignificant for many everyday consumption products (Piron 2000). 
However, there are also works that have found differences in consumers’ COO assessments for 
low-involvement goods (Ozretic-Dosen, Skare & Krupka 2007; Phau & Suntornnond 2006). This 
thesis supports the suggestion that COO effects exist for low-involvement products at least among 
some migrant consumer groups, as there were statistically significant differences regarding 
purchase intentions for Vietnamese migrants (in two out of eight sub-hypotheses) and quality 
assessments (in five out of eight sub-hypotheses), while none existed for the Chinese migrants (see 
Table 6-1). 
The variance in impacts of COO cues on perceived quality and purchase intention was also 
consistent observed across the literature. For example, Tamas (2015) found these two variables are 
influenced by COO cues in different ways. Furthermore, the relationship between the COO and 
purchase intentions has often been found to be relatively weak when compared with the 
relationship between COO and perceived quality (e.g., Hui & Zhou 2002; Peterson & Jolibert 
1995; Verlegh & Steenkamp 1999). Parameswaran and Pisharodi (2002) identified no direct 
relationship between the product’s COO and consumer purchase intention among migrants in the 
USA. In line with this, Pecotich and Rosenthal (2001) studied the impact of COO on product 
evaluation, perceived quality and purchase intention, and uncovered a significant effect on product 
evaluation and perceived quality of the product, but not on purchase intentions. To explain this 
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difference, Peterson and Jolibert (1995) highlighted that purchase intention involves a greater 
personal commitment than perceptual evaluation, and also has more influential antecedents such 
as consumer knowledge (Baker & Ballington 2002) and budget constraints (Verlegh & Steenkamp 
1999).  
As discussed in Section 3.2, the impact of COO is also often dependent on the nature of the 
product, especially in the context of migrant consumers. A framework developed by Alden, 
Steenkamp and Batra (1999) proposed that products in some categories are often connected to 
cultural attributes and circumstances (i.e. culturally-bound), while others are more universal and 
detached from a local culture (i.e. culturally-neutral). Food is considered as a prototypical example 
of a culturally-bound good, which often carries strong social and cultural connotations (Fournier 
1998). Consumer preferences for food products are often determined by culture and traditions 
(Rozin 1996). Askegaard and Madsen (1998) also highlighted the important role of food in national 
culture, and inversely concluded that national boundaries (still) have a strong impact on food 
cultures. In the context of a culturally-bound food product, this thesis found that COO effects were 
statistically significant in 2 out of 16 assessments for soy sauce across the two migrant groups (see 
Table 6-1) (i.e. perceived quality for Vietnamese consumers). Given that the other 14 COO effects 
did not show statistical significance, it is proposed here that the evaluation of culturally-bound 
products like soy sauce could also be influenced by other factors.  
This thesis’s analysis also found statistical significance of COO effects in 5 out of 16 assessments 
for socks across the two migrant groups (see Table 6-1) (i.e. three for perceived quality and two 
for purchase intention for Vietnamese consumers). The evaluation of culturally-neutral products 
like socks could be less influenced by personal aspects. Culturally-neutral products, by definition, 
are less linked to the culture of a group, and have often been developed in the more recent era of 
technological advancement, which tends to be less localised and pertains to a larger region of the 
world (Verlegh & Steenkamp 1999). The assessment of conceptual differences between culturally-
bound and culturally-neutral products in this thesis helped to test for the generalisability of effects 
within the conceptual framework, enabling examination of the extent that different product 
categories are affected by COO cues.  
The effects of COO cues among the Vietnamese migrants were examined further using pairwise 
comparison analysis to understand where the main effect arises between alternative country 
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pairings (see Sub-section 5.5.6.2). This tested the relationship between pairs of countries (host-
home, host similar – home, host – home similar, and host similar – home similar) across the two 
dependent measures and the two product categories, and the results are presented in Table 6-2 
below. 
The results show that the Vietnamese migrants had higher quality perceptions for both culturally-
bound and culturally-neutral products made in the host country than those made in their home 
country. Such preference extended to purchase intention of culturally-neutral products, but not to 
purchase intention of culturally-bound products (column 1). This statistically insignificant result 
could be due to the nature of the product; as discussed above, purchase intention for a culturally-
bound product like soy sauce might be influenced by other factors other than an extrinsic cue like 
COO.  
The Vietnamese migrants also had higher quality perceptions for both culturally-bound and 
culturally-neutral products made in the host country than those made in home culturally-similar 
countries, although these preferences did not extend to purchase intention for both goods (column 
2). The corresponding insignificant results could be due to the relatively weak effect of purchase 
intention in comparison to perceived quality in COO research (Verlegh & Steenkamp 1999). 
Thus, it appears that the Vietnamese migrant consumer sample (but not the Chinese) in this thesis 
partly supported (5 out of 8 cases) Hypothesis H1a. That is, without taking into consideration home 
and host culture orientation, these migrants had a more positive assessment of products from the 
host country than those from the home and home culturally-similar countries. This finding reflects 
the choice of some migrants to move away from their relatively less desirable life conditions (e.g. 
often in developing country) in search of more desirable conditions (e.g. in a developed economy) 
(Ahuvia & Wong 1998; Kizgin 2011; Schwartz, Montgomery & Briones 2006; Song & Shin 2004; 
Swinyard, Kau & Phua 2001). In this thesis, such migration decisions might have resulted in a 
positive bias towards the country hosting them and thus the host country goods. The bias in COO 
preference for the ‘home country’ has shifted towards the new home, the country they are now 
living in. In the context of the Vietnamese sample in this thesis, Australia provides better living 
conditions, especially for those that left Vietnam as refugees in the 1970s and 1980s, and for the 
younger migrants that left Vietnam in the 1990s and 2000s seeking a more promising future (Ben-
Mosche & Pyke 2012).  
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The Vietnamese respondents in this thesis had been living in Australia for an average of 19.3 years 
(see Sub-section 5.5.3), suggesting that most arrived in Australia in the 1990s. As such, this might 
have caused their positive bias towards Australia’s goods. In addition, due to the research design, 
the Vietnamese respondents that were sampled were either permanent residents or citizens of 
Australia, which could also be a strong indicator that they have made a commitment to fully 
participate in their new home country (i.e. the host country) due to their considerable length of 
stay in the host country. Consequently, those migrants may consider products made in the host 
country to be of higher quality relative to those made in other countries, including their home and 
home culturally-similar countries.  
Table 6-2: Mean difference for main effects of COO among Vietnamese group 
 
**p-value =< 0.05  
In addition, when testing the extended preferences among migrants towards products from host 
culturally-similar countries relative to those from home and home culturally-similar countries 
(Hypothesis H1b), this thesis found limited support among Vietnamese migrants (and none among 
Chinese migrants). In particular, the Vietnamese migrants had higher perceived quality and 
purchase intentions for culturally-neutral products made in the host culturally-similar country than 
those made in their home country. Although this effect did not hold for culturally-bound products 
across both dependent measures (see Table 6-2, column 3). There were also no statistically 
significant differences in assessments between products from the host culturally-similar country 
and those from home culturally-similar countries (see Table 6-2, column 4). Thus, only two out of 
eight tested relationships were statistically significant, suggesting that the potential COO benefit 
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for host culturally-similar countries has limited effect. This means the impact of cultural similarity 
might be weaker than expected; thus, consumers transfer limited changes in associations (positive 
or negative) to home culturally-similar countries.  
There is a lack of extensive studies in COO research examining the effects of culturally-similar 
countries among migrants, which limited the opportunity to compare these findings to earlier work. 
Among the limited amount of relevant studies, products from countries viewed as culturally-
similar to the home country have generally been found to be preferred over those from culturally-
dissimilar countries (Heslop, Papadopoulos & Bourke 1998; Lantz & Loeb 1996; Sharma, Shimp 
& Shin 1995). Laroche et al. (2003) similarly argued that members of a subculture in the host 
country tend to evaluate products more favourably from countries they have close cultural ties 
with. Thus, regardless of their home and host culture orientation, the Vietnamese migrants in this 
thesis are more likely to exhibit stronger preferences towards culturally-neutral products from a 
country that has cultural similarity to their host country (i.e. a Western, developed country). Such 
preference is consistent with relationships found between the host and home country for culturally-
neutral products (see Table 6-2, column 1), although it does not hold for culturally-bound products, 
where the COO cue might not be the only factor used to assess products (Yang & Kang 2017). 
This suggests that other factors could have influenced the Vietnamese migrant assessments, such 
as consumption habits or prior experience, meaning that soy sauce from New Zealand could have 
a weaker link in Vietnamese-Australian perceptions in comparison with soy sauce from Australia.  
The inclusion of two migrant groups (Vietnamese and Chinese) in this thesis was designed to 
examine the generalisability of findings. These two migrant groups share a similar cultural 
background, yet differ in certain customs and with respect to motivation to migrate to Australia; 
they consequently differ in relation to their consumption behaviour and product assessments within 
the host country. Contrary to the hypotheses, this thesis found no main effect of COO cues among 
the Chinese migrant group across all tested relationships for both goods. This supports the 
argument put forward here that COO effects vary across different consumer groups residing in the 
host country (Rosenbloom & Haefner 2009), and literature suggesting there is a lower effect of 
COO cues for low-involvement products. The inconsistent findings across the two migrant groups 
might also due to a much higher level of accessibility and a larger number of similar brands from 
China in the Australian market. In the focus groups, the Chinese migrant consumers indicated they 
could easily find many similar brands of Chinese soy sauce and socks in Australian. For example, 
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soy sauce from Lee Kum Kee, a food sauce and condiment brand from China, can be found in 
most Australian supermarkets and Asia groceries. There are also a number of brands of socks 
imported into Australia from China (Do 2017), and the ‘made-in China’ tag is also a common 
image associated with socks (Wang & Gao 2010).  
Within COO research, it has also been found that the COO cue could be an important variable 
when dealing with everyday products, undifferentiated by price (Ozretic-Dosen, Skare & Krupka 
2007). However, when made-in labels are presented with other extrinsic cues such as brand name, 
the COO effect could be weak or insignificant in explaining consumers’ perceived quality or 
purchase intention (Ahmed et al. 2004). It has also been found that when consumers view a familiar 
brand name, they evaluate it quickly and directly, without investing much effort in searching for 
other characteristics (Ozretic-Dosen, Skare & Krupka 2007). As such, the wide choice of brands 
from a given country (i.e. China) may diminish the effects of COO cues (Phau & Prendergast 
2000) for Chinese migrants. These factors could explain the statistical insignificance of the effect 
of COO cues among the Chinese-Australians in this thesis. 
In summarising the findings in relation to the main effect of COO cues, it appears that the first 
objective of this thesis, examining whether migrants prefer host/host culturally-similar products 
over home/home culturally-similar products is only partly supported; it was only apparent within 
one of the two migrant groups (e.g. Vietnamese). As such, COO effects are clearly not 
generalisable across all migrant groups. Within the Vietnamese migrant group of this thesis, such 
effects were also found to vary depending on the product category (i.e. culturally-bound and 
culturally-neutral) and product assessment (i.e. perceived quality and purchase intention). This 
thesis’s findings therefore only partly supported hypotheses H1a and H1b.  
 Moderating effect of home culture orientation 
Another objective of this thesis was to examine the extent that migrants’ home orientation 
influences their assessment of goods, based on the product’s COO. Home orientation is a core 
dimension of migrants’ acculturation, and has been defined as “the extent to which individuals 
affiliate with their original culture and adhere to its traditional values” (Olmedo 1979, p. 1063). It 
has been postulated that home orientation can constitute a psychological barrier for preferences of 
other countries’ goods, and could therefore could be used as a protectionist instrument or as a way 
to show the feeling of shared identity for migrant’s chosen ‘in-group’ (Schwartz, Montgomery & 
 
259 
Briones 2006). SIT (Tajfel & Turner 2004) and consumer acculturation theory (Penaloza 1989) 
have further contributed to the perspective of consumers preferring home country products, as 
these goods offer insights into their social identity and the reasons why some migrants prefer 
products from their home countries. These theories propose that migrants with have strong 
attachment towards home culture values would favour home country products than products from 
other countries, which could include the host country.  
This thesis adopted the ARSMA II (Cuellar, Arnold & Maldonado 1995) to measure home 
orientation (see Section 4.4 for further detail), and used the median split method to create two 
groups for this measure: those with high home and those with low home orientation It has been 
suggested that the differing levels of home orientation among individuals can affect the extent they  
are biased in favour of the home country (Doosje et al. 1998; Duckitt & Mphuthing 1998).  
This thesis subsequently examined the impact of home orientation on COO in two ways. The first 
tested the relationship between the two sub-groups’ assessments of same goods from their home 
country (i.e. whether migrants with high home orientation more positively assess products from 
home country than those with low home orientation, and vice versa), which has received much 
attention from COO scholars (e.g., Balabanis & Diamantopoulos 2004; Zolfagharian & Sun 2010). 
The second related to the preferences of each sub-group, and the extent they prefer products from 
the host over the home, or vice versa; this has received less attention from COO researchers and 
has often instead been integrated as a component of the first approach.  
To assess the first approach, it was postulated here that migrants with high home orientation show 
a more positive assessment towards products from the home COO than those with a low home 
orientation (Hypothesis H3a). In addition, it was proposed that the COO effect is extended to 
migrants’ assessments of products from home culturally-similar countries (Hypothesis H3b) due 
to shared cultural traits and values of these ‘similar’ countries (Laroche et al. 2003). H3b was based 
on consumer acculturation research that found a positive relationship between consumption of 
home country products and consumers’ home culture orientation (e.g., Sahak, Newman & Yani-
de-Soriano 2015; Xu et al. 2004).  
The findings from this research offered limited support for H3a (a significant effect was only found 
in two out of eight cases) and there was no support for H3b (see Table 6-3 below). The statistically 
insignificant results for Hypothesis H3b have highlighted the limited extent that the COO effect 
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can be transferred to home culturally-similar goods among migrant consumers. Furthermore, the 
existence of a significant effect in Hypothesis H3a arose for Chinese respondents, but did not occur 
among the Vietnamese respondents, which implies the influence of home orientation is not 
generalisable across Asian migrant consumer groups. This finding aligns with the observation of 
Rosenbloom and Haefner (2009) who found that the COO effects varies based on the nationality 
of the evaluating consumers.  
Table 6-3: Summary of findings for hypotheses 3a and 3b 
 
Not sig. = no statistical significance has been found in tested relationship; sig. = statistical significance has 
been found in tested relationship  
 
When investigating the impact of home orientation on migrants’ consumption behaviour, former 
researchers have often selected culturally-bound goods (or services), based on the assumption that 
the psychological attachment would be stronger, and thereby the tested effect (Balabanis & 
Diamantopoulos 2004). By including both culturally-bound and culturally-neutral products in this 
thesis, it enabled an assessment of not only the existence or non-existence of the moderating effect 
of home orientation on culturally-bound products, but also an examination of whether this effect 
occurs for culturally-neutral consumption. Contrary to expectations, the effect of home orientation 
did not hold for culturally-bound products in this thesis, but did hold in some instances for 
culturally-neutral products (i.e. for Chinese respondents only). Specifically, Chinese migrant 
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consumers with a higher home culture orientation had higher levels of perceived quality and 
purchase intention for culturally-neutral products from their home country, but not for goods from 
home culturally-similar country. This shows there were differences between the two sub-groups 
across the two dependent measures for some migrants, for some goods (see Table 6-4 below).  
Table 6-4: Mean differences for perceived quality and purchase intention of socks between 
migrants with high home and low home orientation within Chinese group 
 
**p-value =< 0.05  
 
These findings support the existing literature that contends that migrant consumers with high levels 
of home culture orientation are more likely to buy home country products (Chaw & Ali 2002; 
Verlegh 2007), at least for some migrant groups and some goods. In addition, the existence of 
some effects for culturally-neutral but not culturally-bound products reaffirms the COO effect 
varies by product type (Verlegh 2007), at least for some migrant groups. The overall weak effect 
is also meaningful for future research, as COO scholars could replicate this test in other contexts 
involving other culturally-neutral products.  
In contrast, the insignificant results in relation to the assessment of culturally-bound products (i.e. 
soy sauce) regardless of dependent measures and migrant communities are somewhat inconsistent 
with existing literature. Other studies have suggested that high levels of home culture orientation 
should significantly impact consumer product evaluations and preferences for culturally-bound 
products. For example, Kim and Arthur (2003) found that Asian-American migrants with higher 
levels of home culture orientation were more likely to use and identify with ethnic dress (i.e. 
culturally-bound products) than those with low home orientation. Similarly, Laroche et al. (1998) 
found that higher levels of home orientation positively affected the consumption of cultural foods 
(i.e. lamb and canned tuna) among Italian migrants in Canada. In addition, Xu et al.’s (2004) found 
a significant effect of home culture orientation on young Asian-Americans’ ethnic food and 
entertainment consumption behaviour, where those with high home culture orientation were more 
likely to consume the home country food and attend home country entertainment activities than 
those with low home orientation.  
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This thesis next tested the differences in COO assessments for each of the sub-groups with a high 
home orientation compared with low home orientation. It was postulated that the preferential 
direction of the COO effect from host to home products (hypotheses H1a and H1b) is flipped in 
the presence of high home orientation, but not for low home orientation migrants. These 
assumptions were based on the literature suggesting that migrants with high home orientation show 
a stronger preference of goods from their home country, as evidenced in their effort to seek home 
culture goods (Wang & Lo 2007). It could be that their preference of host country goods might not 
be strong enough to entirely compensate the emotional attachment to some of the home products 
(e.g. food). Thus, consumers with a higher level of home orientation are likely to have higher 
preference towards home country over host country products (Verlegh 2007).  
Specifically, hypotheses H2a and H2b proposed that migrants with high home orientation would 
have a more positive assessment of products from the home and home culturally-similar countries 
than those from host and host culturally-similar countries. Furthermore, hypotheses H2c and H2d 
proposed that migrants with low home orientation would have a more positive assessment of 
products from the host and host culturally-similar countries over products from home and home 
culturally-similar countries. Yet the findings do not support hypotheses H2a, H2b and H2c, and 
there is only limited support for Hypothesis H2d. The summary in Table 6-1 above showed no 
statistically significant differences in relation to the assessment of socks by Chinese migrant 
consumers with high versus low home orientation, in almost all the cases (31 out of 32 tested 
relationships).  
The findings can be explained via SIT, in that an in-group bias can serve to enhance one’s esteem 
of their own group, and ultimately be used as an instrument to do so (Tajfel 1981). Brewer (1991) 
showed that most of the empirical studies on in-group bias have found an asymmetry between ‘in-
group love’ (i.e. liking and favouritism) and ‘out-group hate’ (i.e. derogation and dislike). This 
author noted that “... in-group bias is largely a function of in-group enhancement rather than out-
group derogation” (Brewer 1991, p. 477). That is, a positive bias in perceptions of their own group 
(including goods from the home country) is more effective to this end than a negative bias in 
perceptions of other groups. Thus, migrants with high home orientation would have a positive bias 
towards home country goods, but this may not mean a negative evaluation towards other countries’ 
goods (including the host country).  
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One reason for this may be that migrant consumers do not view the host or host culturally-similar 
countries as competitors that threaten the home country’s economy. This corresponds to the notion 
of Brewer (1991) who argued that evaluation of out-groups and their products does not necessary 
produce a negative bias, because the setting lacks the direct competitive context that can be 
observed in ‘zero sum’ games. That is, the positive bias (i.e. perceived quality and purchase 
intention) towards home country products does not necessarily lead to greater positive bias for the 
home compared to the host country. Thus, the home and host country may both play important 
roles in migrant consumers’ perceptions, which could be considered as a cooperative rather than 
competitive group (Hinkle & Brown 1990). This explanation may be even more relevant in 
Western countries like Australia that are becoming more multicultural, where the migrants might 
identify themselves with multiple national or ethnic groups (Chan 2012). A study by Dowley and 
Silver (2000) has further indicated that higher levels of sub-national identification are not 
necessarily paired with lower levels of that migrant’s home orientation. As discussed in Sub-
section 6.2.4 below, a higher level of home orientation does not necessarily lead to low levels of 
host orientation; it may instead lead to a more complex preference formation among migrants.  
The insignificant findings in this thesis might also be explained by the long-time residency of the 
high home and low home orientation sub-groups across both migrant populations in Australia. The 
average length of residency in Australia of the high home migrants was 9.55 years (Chinese) and 
10.3 years (Vietnamese), and the low home migrants had been in Australia for 12.5 years (Chinese) 
and 12.7 years (Vietnamese) (see Sub-section 5.5.3). Previous research has found that the longer 
migrants stay in the host country, the less likely they are to place importance on products from 
their COO (Newman & Sahak 2012), and the stronger their orientation towards the host country’s 
culture (Berry et al. 2006). Overall, the evaluations by those migrants with high or low home 
product assessment towards both the home and host countries’ goods were not statistically 
significant in this thesis, at least for these two populations.  
The exception among the 32 relationships tested was the case of Hypothesis H2d, where Chinese 
migrants with low home orientation perceived the quality of socks (i.e. culturally-neutral product) 
from host culturally-similar countries to be better than those from their home country (see Table 
6-5). This limited effect could be due to the central premise of acculturation research where low 
ethnocentric migrants (i.e. those that do not hold strong attachment to home country values) have 
been found to evaluate products based on the product itself but less on the cultural aspects of the 
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goods (Shimp & Sharma 1987). Another possible explanation might the research design of this 
thesis, where New Zealand was examined as the culturally-similar host country, a nation that has 
undertaken extensive promotion of the quality of its wool products (i.e. 100% New Zealand pure), 
which could have affected Chinese respondents’ assessments of alternatives. 
Table 6-5: Mean differences for perceived quality of socks among Chinese migrants with 
low home orientation 
 
**p-value =< 0.05  
 
In summary, it appears that the second main objective of this thesis – to examine the influence of 
home orientation on migrant assessments of product COO – is only partially supported via a 
limited number of cases. The results identified that these effects only occur regarding some migrant 
cultures (i.e. Chinese) and some goods (i.e. culturally-neutral). As such, it is not generalisable 
across migrant groups. These effects were not found for the culturally-bound product (i.e. soy 
sauce) regardless of the dependent measure and respondent COO, suggesting that preference for 
culturally-bound products might not be linked to home orientation, at least not in this thesis. 
Among this thesis’s limited significant findings, Chinese migrants with high home orientation 
were found to have higher perceived quality and purchase intention for culturally-neutral products 
from their home country than those with low home orientation; partly supporting Hypothesis H2d. 
Chinese migrants with low home orientation also perceived culturally-neutral products from the 
host culturally-similar country to be better quality than those from their home country; partly 
supporting Hypothesis H3a. Nevertheless, the overall findings suggest that differences in COO 
preferences are not always transferrable to culturally-similar goods.  
 Moderating effect of host culture orientation 
Host orientation is another core dimension of acculturation, which reflects the varying degrees of 
migrant identification with and attachment to the host culture (Berry 1997). Recognition of these 
two key dimensions (i.e. home and host orientation) is important in understanding the role of 
acculturation in migrants’ lives, because each dimension may affect outcomes in different ways 
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(Phinney & Flores 2002). The host orientation dimension ranges from full participation in and 
adaptation to the host culture, to complete rejection of the host culture’s values, attitudes and 
behaviours (Cleveland et al. 2009). The literature suggests a positive relationship between 
consumer host country product preference and their level of adaptation to the host country culture, 
which often involves personal characteristics such as language proficiency and social interaction 
(e.g., Khairullah & Khairullah 1999; Laroche 1991; Pons et al. 2001).  
Hence, this thesis also examined the influence of host orientation on migrant product assessments 
based on COO information, regardless of their home orientation. Both the Chinese and Vietnamese 
migrant groups were assessed across host orientation, and were then divided into two sub-groups 
with low and high host orientation using the median split. The impact of host orientation was then 
examined in two ways. First, hypotheses 5a, 5b, 5c and 5d tested the difference between the two 
sub-groups (high/low host orientation) in assessments towards products from their home, host and 
home/host culturally-similar countries; second, hypotheses 4a, 4b, 4c and 4d then tested the 
difference in assessments for products from the home (and home culturally-similar) and host (and 
host culturally-similar) countries within each sub-group.  
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Table 6-6: Summary of findings for hypotheses H5a, H5b, H5c and H5d 
 
Not sig. = no statistical significance has been found in tested relationship; - = no test was undertaken; 
home = either Vietnam or China; home similar = either Thailand or South Korea, corresponding with 
the home country setting  
 
Surprisingly, the analysis results in Sub-section 5.5.6.4 found no support for any of the tested 
relationships, and all sub-hypotheses within H4 (see Table 6-1) and H5 (see Table 6-6) were not 
supported. That is, host orientation was found to have no influence on COO assessment of 
Vietnamese and Chinese migrants for either soy sauce or socks. These findings are somewhat 
inconsistent with the current understanding on migrant consumption preferences, which suggests 
there should be a positive relationship between migrants’ host orientation and their consumption 
preferences related to the host country culture (e.g., Khairullah & Khairullah 1999; Laroche 1991; 
Pons et al. 2001). For example, it was found that the higher the host culture orientation among 
Indian and Black-African migrants in the UK, the higher their adoption of traditional UK (i.e. host 
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culture) consumption (Makgosa 2012). Furthermore, Chinese migrant consumers in the USA who 
identified themselves as having high host acculturation shared similar shopping interest and media 
consumption as US shoppers. Chaw and Ali (2002) also found that Chinese migrants in Australia 
with low host orientation had higher consumption of home country products and less consumption 
of host country products, due to their inadequate English proficiency that limited their host 
consumption experience. 
In contract, the lack of significant findings in this thesis align with a study by Ownbey and 
Horridge (1997), which examined the link between host culture orientation and shopping 
behaviours among Asian-Americans. These authors found that the resulting changes in migrant 
consumer shopping behaviours do not necessarily coincide with changes in their host cultural 
orientation. Thus, while some previous studies have found an influence of host culture 
identification on migrants’ consumption preferences, other findings such as in this thesis and 
Ownbey and Horridge’s (1997) have indicated this impact does not arise.  
With respect to this thesis finding no difference between the two sub-groups of high and low host 
orientation among its Vietnamese and Chinese migrants in Australia, this might partly be explained 
by the fact that both samples were highly educated (most had diploma, degree or postgraduate 
qualifications) (see Sub-section 5.5.3). Most also had above-average incomes. In addition, given 
that most of the respondents were recruited through universities (see Sub-section 5.5.1), they 
would have also likely been highly proficient in English. Most were also relatively well-
established in Australia (11.82 years for Chinese migrants and 19.23 years for Vietnamese, as 
discussed in Sub-section 5.5.3). This aligns with earlier research suggests that income, education 
level, language proficiency and length of residency accelerate acculturation and help migrants 
better adjust to and participate in host country activities (Cleveland et al. 2009; Penaloza 1994). 
Furthermore, the mean split used here to define the low host-oriented group (i.e. less than value of 
3.7 for Vietnamese and 3.3 for Chinese), may not be reflective of the host orientation split within 
the wider community (Cuellar, Arnold & Maldonado 1995); thereby reducing the substantive 
difference between high and low host orientation migrants. This is a potential limitation of this 
work, and broader samples of migrants may need to be examined in future research. Although the 




 Moderating effect of interaction between home and host culture orientation 
As discussed in Chapter 2, this thesis’s incorporation of both home and host orientation in its 
examination of the effect of COO is a new addition to the literature. Despite suggestions that 
acculturation is an important moderator, there have been a lack of studies examining the 
simultaneous influence of both home and host culture orientation on COO preferences in a single 
study. Thus eexamining the three-way interaction in the one context may provide a better 
understanding of interaction between the two components of acculturation and COO effects, 
because a migrant can be committed and behave in a manner that is common to both the home and 
host cultures (Jamal & Chapman 2000), which could explain the conflicting results in the literature 
given the complexity of cultural identity of migrants. However, the lack of relevant literature 
exploring this interaction also makes it more difficult to compare such findings to other works. 
In this thesis, the interaction of two cultural orientations was supported based on the bi-
dimensional framework of acculturation proposed by Berry (1997); thus creating the following 
four modes within the acculturation taxonomy, depending on the value migrants place on their 
home AND host cultures: 1) high home and low host; 2) low home and high host; 3) high home 
and high host; and 4) low home and low host. The corresponding classification of respondents was 
done using the median split method within each cultural group. This thesis did not seek to confirm 
the hypotheses examining whether there are differences in how migrant consumers assess goods 
with different COOs for the two sub-groups with high home/high host and low home/low host 
orientations. The two other acculturation modes were migrants with high host and low home 
orientation, and those with low host and high home orientation (Berry 1997), which were assessed 
via hypotheses H6a, H6b, H7a and H7b. This thesis postulated that these migrants would 
demonstrate a higher preference for host (or home) country products if they had a high host and 
low home (low host/high home orientation), respectively. Differences in preferences were also 
assumed to extend to products from the host or home culturally-similar countries as summarised 
in Section 3.8.  
In contrast, the findings (as summarised in Table 6-1) offer limited support for the three-way 
interaction, as 31 of the 32 tested relationships were not statistically significant for either product 
or respondent types. Thus, the overall effect of interaction between home and host acculturation 
and COO appears to not exist within this research, and is only significant in one instance: 
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Vietnamese migrants with high host and low home orientation, when assessing purchase intentions 
for soy sauce. That is, where they were found to have higher purchase intentions for soy sauce 
from the host (Australia) compared to soy sauce from the home culturally-similar country 
(Thailand). While this finding was an exception in this thesis, it potentially adds to existing 
consumer acculturation literature such as Khairullah et al. (1996), Vijaygopal and Dibb (2012), 
Adekunle et al. (2011), and Maldonado and Tansunhaj (2002), which has reported a higher 
preference towards host country advertisements, radio channels, foods and brands respectively 
among acculturated migrants. These findings for this Vietnamese sub-group also indicate that it 
could be beneficial to review COO preferences with the inclusion of culturally-similar countries; 
thus enabling examination of whether migration has a targeted effect on the home and host alone, 
or whether there is a wider spreading of the effect to similar countries. 
It is also worth considering why there was no statistically significant difference for the Vietnamese 
sub-group (i.e. high host and low home orientation) regarding their views of soy sauce from the 
host (Australia) and home (Vietnam) countries. This could be due to the thesis research design, 
where respondents were only asked to compare their views based on the stimuli and not actual 
products in the market. Soy sauce from Vietnam is infrequently seen in the Australian market, 
while Thailand products are popular in both Australian supermarkets and Asian groceries. Thus, 
these respondents may have found it harder to form a strong assessment towards the hypothetical 
Vietnam product, with Thailand a more sensible substitution for Vietnam given these two countries 
share similar culture values, traditions and consumption habits (see Section 4.4). Thus, it could be 
that the Vietnamese group’s experience with Thai products in Australian supermarkets and Asian 
groceries could trigger perceptions that form more positive assessments towards products from 
Thailand. 
Furthermore, the interaction of home and host culture orientation has been found to have an impact 
on some consumption behaviours, such as in studies on advertisement Khairullah et al. (1996) and 
ethnic radio consumption (Vijaygopal & Dibb 2012). As discussed in Section 2.4 there is limited 
work examining the interaction between home and host culture orientation with respect to COO 
cues. When prior attempts have been made to examine the moderating effect of both orientations 
simultaneously, there has been a tendency to treat migrant identity as fixed (e.g. Asian, Hispanic), 
or researchers have used a single acculturation measure with home or host assimilation 
(Parameswaran & Pisharodi 2002), consumer dis-identification (Josiassen & Assaf 2010), and/or 
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integration (Zolfagharian, Saldivar & Sun 2014) as the end points. Thus, while such studies have 
claimed that acculturation influences COO cues, they have not examined the interaction as separate 
cultural orientations. This has been done in this thesis and is therefore a contribution to the 
literature.  
It also needs to be acknowledged that the mean split approach (used in this thesis) always creates 
a high and low group (see Sub-section 6.2.3 as well as criticisms of using this approach in Section 
4.9). However, within the Vietnamese and Chinese samples within this thesis, there were no truly 
low host-oriented migrants in an absolute sense. (i.e., the median of host orientation on 5-point 
scale is 3 but mean value of low host-oriented migrants in this thesis was 3.7 among Vietnamese 
dataset and 3.3 among Chinese dataset, thus even higher than the median). Moreover, it is 
suggested that migrants with extended periods of residency are likely to be more oriented towards 
the host country’s culture and products (Berry et al. 2006), and therefore place less importance on 
products from home (Newman & Sahak 2012). In this thesis, the average length of residency of 
Vietnamese and Chinese migrants with high home and low host orientation were 11.27 and 11.92 
years respectively, which could be considered as quite an extended time. As such, there was some 
expectation in this thesis that there would be limited differences in the migrant consumer 
respondents’ home and host country product assessments.   
 Conceptual contributions  
This thesis has four main contributions to the literature. First, it contributes to the COO literature 
by extending existing research to include migrant consumers and the impact of their different 
levels of acculturation. A basic assumption underlying COO research is that each consumer 
identifies with a single country, meaning that it might ignore the possibility that migrant consumers 
culturally attach to not only the country they are living in (i.e. host country) but also the country 
they left (i.e. home country). Consequently, COO preferences for migrant consumers may be 
inconsistent with preferences for mainstream consumers who generally prefer products from the 
host country (i.e. home country of mainstream consumers) (Parameswaran & Pisharodi 2002; 
Wang & Lamb 1983). COO preferences among migrant consumers could also be inconsistent 
across different ethnic groups due to their different home countries. While this thesis did not 
investigate preferences among mainstream consumers, the inconsistency in findings among the 
Vietnamese and Chinese migrant respondents implies that COO effects for migrants are often 
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complex because their preferences are culturally-driven when judging goods from their home 
country versus those from their host country.  
Consumer researchers have also identified shortcomings with regards to traditional ethnic 
categorisations of consumers, and have begun to address the competitive cultural forces of home, 
host and other cultural orientations on consumption behaviours (e.g., Askegaard, Arnould & 
Kjeldgaard 2005; Oswald 1999). This thesis correspondingly contributes to the COO literature in 
the context of migrants by incorporating acculturation based on the bi-dimensional measures of 
home and host country orientations. More specifically, it has investigated the moderating effect of 
home and host orientations on migrant consumers’ evaluations of products from different 
countries, as well as to how these two orientations interact. This has overcome some of the 
limitations in existing literature, which has mostly considered a single orientation, as in either 
home orientation, host orientation or a specific acculturation mode. 
Furthermore, while there is evidence that home orientation can influence COO preferences 
(Balabanis & Diamantopoulos 2004), this thesis has demonstrated that its moderating effect is not 
generalisable across migrant groups and is instead often affected by product categories (e.g., 
culturally-bound and culturally-neutral). This thesis has also suggested that the effect of host 
orientation is less important in COO assessment among established migrants with higher education 
and incomes. Such findings extend the perception of a positive relationship between migrants’ host 
orientation and their consumption preferences related to the host country culture (e.g., Khairullah 
& Khairullah 1999; Laroche 1991; Pons et al. 2001).  
To summarise this thesis’s main conceptual contribution, it adds to the body of research on product 
COO including consumer bias towards products from home, host and other countries culturally-
similar to home and host countries. It highlights the importance of considering the individual 
differences in regards to each migrant group’s home and host cultural orientation and how this 
influences COO, with respect to specific product and migrant groups examined.  
The second core contribution of this thesis is its investigation of the two of the largest Asian 
migrant groups in Australia, the Chinese and the Vietnamese (ABS 2017a). Existing COO research 
on these two groups is limited, and in particular there has been very limited consumer-based 
research on the Vietnamese migrant consumers in Australia. While there is evidence, based on 
Hofstede’s cultural dimensions, that these two migrant groups are culturally similar, this thesis has 
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demonstrated that they are different based on how their acculturation levels influence their 
assessment of COO. Thus, the notion of Asians migrants as a homogeneous group, which is often 
assumed in migrant studies, appears to be inadequate in the context of COO. 
This thesis’s third contribution is the inclusion of culturally-similar countries in COO studies, 
which allows us to identify whether there is a broader impact of acculturation on migrant 
consumers (i.e. whether the effects of acculturation extend to their views of culturally-similar 
countries to home and host) (Bruning & Saqib 2013). The relationship between cultural similarity 
and the COO effect has been previously investigated (Balabanis, Mueller & Melewar 2002; Lantz 
& Loeb 1996), but this was limited to mainstream (host country) consumers. This thesis thereby 
contributes by considering similar countries in the context of migrants, seeking to identify whether 
acculturation causes a broader change in migrants’ thinking. 
Furthermore, in this thesis the product types were selected based on those that are available in 
Australia (although the brands were hypothetical), which might not happen for all goods across 
countries. Among the Vietnamese migrants, the lower assessment for products from home 
culturally-similar countries over products from host country for some products could be transferred 
from lower assessment for products from home country. For example, there were stronger 
preferences for soy sauce from Australia than soy sauce from Thailand (i.e. home culturally-similar 
country to Vietnam) among Vietnamese with high host and low home orientation. These findings 
suggest that using culturally-similar countries might be useful in the migrant context when 
products from their home are not widely available in the host market and products from a similar 
country may serve as a substitute for home goods. However, this thesis does not contend that the 
perception of culturally-similar countries is a factor that directly causes a migrant consumer to 
have stronger COO assessments of those culturally-similar countries. It instead proposes that the 
effect may be due to a third variable which is causally linked to both variables of interest. In any 
case, the culturally-similar country approach could provide an opportunity to explore further in 
future research. 
The fourth contribution of this thesis is its consideration of culturally-bound, low-involvement 
goods. The cultural dimension of products deepens the understanding of cultural attachment 
among migrant consumers, and the inclusion of culturally-bound and culturally-neutral products 
enables an examination of possible differences in the influence of culturally-bound products in 
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migrant consumers’ assessments, which could be further tested in future research. In this thesis, 
the effect of home orientation was found among culturally-neutral products in some specific cases, 
but not for culturally-bound products regardless of dependent measure and COO, suggesting that 
preference for culturally-bound, low-involvement products might not be linked to home 
orientation. Thus, it would appear that consideration of both types of goods should help to amplify 
the COO effect of low-involvement products, which has been known to be rather weak.  
Methodological contributions 
The first methodological contribution of this thesis is the adoption of a bi-dimensional perspective 
of acculturation (i.e. home and host orientation). This thesis has gone beyond the single-
dimensional approach such as assimilation (Parameswaran & Pisharodi 2002) and consumer dis-
identification (Josiassen & Assaf 2010) by considering home and host culture orientation as 
independent orientations. Such simultaneous consideration of home and host orientation leads to 
a more comprehensive understanding of the choices consumers make based on their cultural 
identities. Most of the former empirical COO research on subculture/migrant groups has treated 
consumer identity as fixed or at one end of the acculturation spectrum – home, host or the other 
cultures. By considering two independent acculturation dimensions, this thesis has considered the 
interaction between these dimensions in moderating the COO effect (i.e. examining the three-way 
interaction), which may more faithfully reflect migrant consumer identification (Rudmin 2009). 
To the best of this researcher’s knowledge, this is the first study that considers a three-way 
interaction between COO effect, home orientation and host orientation. Its findings indicate that a 
three-way interaction existed but was minimal, and that while the host orientation effect was found 
to be less important, the home orientation effect was subject to the product and migrant groups 
examined. Thus, adopting the bi-dimensional approach to acculturation furthers our understanding 
of the complex COO effects in a migrant context.  
This thesis is also the first to adapt the ARSMA-II (Cuellar et al. (1995)) for measuring the home 
and host dimensions of Chinese and Vietnamese migrant consumers in Australia. In doing so it 
has overcome the limitation in conceptualisation of migrants and their acculturation orientation in 
previous COO research (Parameswaran & Pisharodi 2002; Pisharodi & Parameswaran 1994; 
Zolfagharian, Saldivar & Sun 2014) by measuring migrant home and host orientations across four 
factors: 1) language use and preference; 2) ethnic identity and classification; 3) cultural heritage 
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and ethnic behaviours; and (4) ethnic interactions. This has allowed the thesis to cover both 
dimensions of home and host orientation for migrant consumers in the adaptation/acculturation 
process, which is essential in shaping consumption and helps to produce a better understanding of 
how individuals balance both cultures across different domains (Cabassa 2003; Marín & Gamba 
1996; Ryder, Alden & Paulhus 2000).  
 Managerial implications  
Results from this thesis have implications for marketers in multicultural consumer markets in terms 
of segmentation and targeting. Past research has suggested that migrants identify with and exhibit 
bias towards the host country (Askegaard, Arnould & Kjeldgaard 2005; Zolfagharian, Saldivar & 
Sun 2014), which can translate into consumer sentiments and behaviours towards the host country 
market and its products. Yet the results of this research suggest this is not always the case, and that 
migrants from different countries, even within the same region, appear to view COO differently, 
at least in terms of low-involvement goods. Thus understanding how migrants view alternative 
COOs will help marketers better understand the mechanisms shaping migrant consumers’ views, 
enabling retailer firms to more effectively develop their brand positioning strategy by emphasising 
or muting host or home country cues. Although if COO is deemed as important, marketers may 
not be concerned with this variable when developing marketing strategy in countries targeting 
migrant communities. 
Thus, a key contribution of this thesis is the questioning of the appropriateness of acculturation 
categories for understanding differences in consumer behaviours, particularly regarding 
preferences based on product COO information within the Vietnamese and Chinese population in 
Australia. The increase of migration in developed countries over the last centuries has resulted in 
a focus on acculturation as an important factor for understanding consumer behaviour, and some 
have suggested it is a potential criterion for market segmentation within multicultural societies 
(Jun, Ham & Park 2014; Parameswaran & Pisharodi 2002; Penaloza 1994; Pisharodi & 
Parameswaran 1994; Segev 2014; Vijaygopal & Dibb 2012). As discussed earlier in Chapter 2, 
the definition of acculturation and its measurement has varied among the studies, leading to the 
complexity of putting such recommendations into practice. This thesis has therefore categorised 
migrants as either low or high on either or both of their home and host culture orientations, 
grouping them into one of the following four acculturation modes: 1) high home – high host; 2) 
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high home – low host; 3) low home – high host; and 4) low home – low host. The subsequent 
results of this thesis show limited differences regarding preferences for low-involvement products 
among the Vietnamese and Chinese migrant subgroups. Thus, the use of acculturation categories 
does not appear to be useful for segmenting the market of low-involvement, everyday consumption 
goods when targeting migrant consumers.  
In addition, the limited significant findings regarding differences across acculturation subgroups 
within each of the migrant communities indicate that marketers need to identify which types of 
migrants can become their customers in the first place, if they want to identify segmentation 
approaches for their marketing programs. For example, if a sub-segment of Chinese migrants with 
high home culture orientation is targeted to promote a culturally-neutral product, a localisation 
strategy that emphasises and reminds migrants of their home culture identification should be 
adopted (Guzmán & Paswan 2009; Kumar & Steenkamp 2013). However, careful consideration 
of the target market needs to be done first, as a market segment should be measurable, accessible 
and substantial in its size and profitability (Crissy, Fischer & Mossman 1973); thus, focusing on a 
small sub-segment that might respond to a given culturally-focused marketing mix may not be 
viable.  
Furthermore, in the context of this thesis the structure of Australian society is changing 
dramatically, and it has been suggested that those who come to Australia now are more inclined to 
maintain their home cultural identity, while also adapting to the host language and culture (Craig 
2014). In the context of this thesis, more than 50% of Vietnamese and Chinese migrants in 
Australia speak English well and very well. There were no truly low host culture migrants across 
the Vietnamese and Chinese samples. The combination of high disposable income, high 
educational outcomes and rapid growth rates makes Vietnamese and Chinese migrants in Australia 
one of the most appealing markets for many businesses. Thus, marketers need to be aware of 
suitable acculturation to use as a market segmentation tool when targeting such migrants for low-
involvement goods.  
 Limitations  
The findings from this thesis should be interpreted with some caution. There are limitations in the 
data sampling, analysis, research design and research scope that may restrict their generalisability. 
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However, they do provide potential directions for future research (as discussed further in Section 
6.6). 
Limitations on data sampling and analysis 
This thesis was limited to Vietnamese and Chinese migrants living in Australia, and only examined 
the two low-involvement products of soy sauce and socks. Since these two migrant groups are 
culturally similar, sharing common Confucian values, this makes the sample less diverse and 
potentially less representative of all Asian migrants; it does not reflect non-Asian migrant groups. 
Nevertheless, this research was carefully designed to capture generic migrant-related consumption 
experiences for such consumers, via the use of products from home, host, culturally similar to 
home and culturally similar to host countries. Furthermore, the two low-involvement product types 
(soy sauce and socks) represent culturally-bound and culturally-neutral categories, allowing 
comparisons to be made between these. These goods are not specific to any Asian migrant group 
and can therefore be applied to other Asian migrant groups. Furthermore, the findings show that 
the Vietnamese and Chinese migrants in Australia have different preferences towards COO (as 
discussed in Section 6.2), suggesting that any perceived similarity between the two groups does 
not necessarily translate into similar consumption behaviours.  
In addition, even though there were multiple data recruitment processes, the sample’s distribution 
was biased and may not be representative of all migrants within the two targeted communities. An 
online panel was used to obtain a more targeted sample for Vietnamese consumers, 50 Vietnamese 
migrant community members only, and it has been contended that online participants may not be 
representative of the population at large (Hair, Bush & Ortinau 2003; Loosveldt & Sonck 2008). 
This panel also required its members to be proficient in English, which may have further excluded 
some Vietnamese migrants. The online panel recruitment methods were difficult to execute for 
two reasons: 1) most panel members were non-migrants or migrants from other countries; 2) the 
use of online invitations requires access to the internet, which can reduce the chances of reaching 
older migrants.  
Furthermore, most of the respondents were sourced via Australian university networks, which 
meant they were generally more educated and earned above-average incomes (see Sub-section 
5.5.3). It may therefore be inappropriate to generalise this sample to all Chinese and Vietnamese 
migrants in Australia. This might have also impacted the moderating effect of host orientation on 
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COO effects (see Sub-section 6.2.3), outside of these types of Chinese and Vietnamese migrants. 
Thus, future research may identify better sampling techniques to ensure a more representative 
migrant sample.  
Another limitation arises with the MANCOVA data analysis technique and the classification of 
high/low home and host orientation within each sample population using the median split method. 
This means that these findings are potentially less conclusive due to the moderate sample size and 
uneven cells. The cells were sufficient in size, at least compared to previous COO research.  
However, in some cases, the cell sizes were slightly below those recommended in the literature, 
which led to the inclusion of Vietnamese responses from the pre-test phase. The median split 
approach (i.e. dichotomising) led to the loss of potentially rich variation in individual scores and 
may have diminished precision in the predictions of consumer assessments (see Section 4.9 for 
further discussion on this).  
Research design limitations 
There was a limitation related to the presentation of two products in one questionnaire for each 
respondent, leading to potential correlated assessments (i.e. primacy effect, as cited by Krosnick 
and Alwin (1987)). This was done due to concerns with recruiting sufficient numbers to collect 
separate responses for each product. To minimise this primacy effect, there was a randomised order 
of the presentation of products (i.e. if respondent A assesses soy sauce first, respondent B assesses 
socks first). Nevertheless, future research could collect data for each product independently, 
enabling independent views towards each specific product.  
In addition, this thesis was limited to using the COO as an overall measure, referred to as the ‘place 
of origin’ that the product is associated with, such as through branding or promotion (see Section 
1.2). It therefore excluded other extrinsic cues such as brands and prices, which might be used by 
consumers when assessing a low-involvement product (Lantz & Loeb 1996; Teas & Agarwal 
2000). All brands used for stimuli were hypothetical and not associated with any existing brands 
available in the market, and the pricing of goods was the same across the same product types to 
eliminate the price effect in COO. Due to this design choice, the COO effect may be larger than 
real effect associated with integrating other cues (Parkvithee & Miranda 2012; Teas & Agarwal 
2000). It has been found that when COO cues exclude these other type of extrinsic cues, the effect 
is weaker or insignificant in explaining consumers’ product quality perceptions or purchase 
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intentions (e.g., Ahmed et al. 2004; Lin & Kao 2004). However, given the purpose of this thesis, 
which was to understand the effect of COO among migrants, which has been underexplored, brand 
and price were not included to ensure these factors did not moderate the results.  
 Future research directions 
Several avenues for future research have been identified, either to address the limitations of this 
thesis or to extend its scope. 
As noted throughout this thesis, the product category and level of purchase involvement may 
influence consumer evaluations of COO (Kaynak & Kara 2001). Variation in product categories 
and possibly even products within a category may therefore have contributed to the inconsistent 
findings of previous COO research (Pappu, Quester & Cooksey 2006). Future research could focus 
entirely on culturally-bound products; for example, one product strongly associated with migrants 
(e.g., fish sauce) and another representative of mainstream consumers (e.g. tomato sauce). Such a 
setting would enable examination of the association between culture-related goods and culture 
orientation among migrants. Furthermore, high-involvement products have been found to have a 
stronger COO effects (Parameswaran & Pisharodi 2002; Zolfagharian, Saldivar & Braun 2017; 
Zolfagharian & Sun 2010). Thus, future research could be extended to examine high-involvement 
products via the same framework proposed in this thesis, as well as variations across high- and 
low-involvement products (e.g. (Parkvithee & Miranda 2012)). 
Future research could also extend to services or business service goods selected by migrants and 
the mainstream consumers. Examples of international business services include banks (e.g. Bank 
of China), coffee (e.g. Trung Nguyen coffee in Vietnam) and airlines (e.g. Vietnamese Airline and 
Southern China Airline). Research on the effect of COO on such services is limited (Javalgi, Cutler 
& Winans 2001), and none has examined migrant assessments in this context. The relationship 
between COO and services is similar to that between COO and products; in particular, most 
consumers rate developed country services higher than developing country services (Kraft & 
Chung 1992; Lascu & Giese 1996). When brand names are not well-known in a service context, 
COO may be relatively more important in the evaluation (Ofir & Lehmann 1986), although when 
COO information is presented with other cues its effect is lessened (Ahmed & d′ Astous 1993).  
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This thesis has assessed acculturation as a bi-dimensional measure, which ignores possible 
interactions with other third country cultures. For example, Vietnamese migrants may live in 
neighbourhoods where other migrant groups and large local communities reside. In today's 
culturally-diversified societies, migrants may acculturate to other culturally-distinct groups rather 
than the host/mainstream cultures; thus acculturation can be more complex than home and host 
alone (Abraído-Lanza et al. 2006; Schwartz et al. 2010), which suggests fruitful consumer 
acculturation research.  
Lastly, this thesis targeted Vietnamese and Chinese migrant communities in Australia. As 
previously pointed out in the limitations, these two groups may not represent all Asians migrants 
and it is unclear whether these are representative of non-Asians. Hence, it would be useful for 
future research to study other migrant communities to gain a broader understanding of migrants’ 
assessments of COO cues. The theoretical framework developed in this thesis could be 
appropriately adapted, provided that acculturation scales and products are suitably adjusted. This 
might extend some existing literature which has considered migrants and their acculturation, but 
has not measured migrant home and host culture orientation individually. For example, the works 
by Zolfagharian (2010) and Zolfagharian, Saldivar and Sun (2014) examined bicultural Mexican-
American consumers and their differences in COO preferences compared with monocultural 
consumers and among themselves. However, the conceptualisation of monocultural in these two 
studies was simply defined as mainstream consumers, either Mexicans in Mexico or White 
Caucasians in the USA; and bicultural consumers were simply defined as first-generation 
Mexican-Americans. The findings in this thesis have also included first-generation migrants, and 
while this group was not examined separately, the results suggest they are different in their home 
and/or host culture orientation, which could lead to different COO preferences. 
 Conclusion 
This research examined COO effects among Chinese and Vietnamese migrants in Australia and 
explored how variations in their acculturation levels, using home and host orientation, influenced 
their evaluation of products from four different countries across two low-involvement products: 
culturally-bound (soy sauce) and culturally-neutral (socks). Acculturation was studied using the 
two independent dimensions of home orientation and host orientation, including how these two 
dimensions interacted.  
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While it has previously been recognised that these two culture orientations can both independently 
and jointly influence migrant consumption choices (Parameswaran & Pisharodi 2002; 
Zolfagharian, Saldivar & Sun 2014), their moderating effect on COO has been under-examined. 
This research therefore: 
• investigated whether migrants prefer host products over their home products; 
• examined the extent that consumers’ level of acculturation (i.e. home and host culture 
orientation) affects their COO preferences; and 
• extrapolated preferential attachment to home or host to extend the investigation into the 
COO effects of culturally-similar countries to both the home and host countries.  
As a result of this extrapolation, four alternative COOs were examined: 1) Vietnam/China (home); 
2) Thailand (home culturally-similar to Vietnam) / South Korea (home culturally-similar to 
China); 3) Australia (host); and 4) New Zealand (host culturally-similar to Australia).  
The following four research stages were undertaken here. The first was two focus groups in Stage 
1A to identify consumer interest in products involving 9 Chinese and 10 Vietnamese participants. 
Then an online survey was used in Stage 1B to identify suitable products (soy sauce and socks) 
and COOs (Australia, New Zealand, Vietnam and Thailand) involving 33 Chinese and 55 
Vietnamese respondents. Next was a pre-test in Stage 2A to assess instrument validity involving 
168 Chinese and 148 Vietnamese respondents. Perceived quality was based on the work of Kwok, 
Uncles and Huang (2006) for soy sauce, and Parkvithee and Miranda (2012) for socks, and both 
measures were found to be reliable. Purchase intention was measured using a single-item scale 
(Parkvithee & Miranda 2012), while the home and host culture orientations were measured using 
an adapted version of the 30-item ARSMA-II (Cuellar, Arnold & Maldonado 1995), which were 
also found to be reliable. The final research stage (Stage 2B) collected responses from 363 Chinese 
and 414 Vietnamese that were permanent residents or citizens of Australia who were born in China 
or Vietnam or had a parent or grandparent born in China or Vietnam. 
A factorial experiment (4×2×2) was used for each pair of goods - four COOs × two levels (high 
and low) of home culture orientation × two levels (high and low) of host culture orientation, across 
perceived quality and purchase intention as the dependent variables. High and low home/host 
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orientation was divided at the mean of the measurement scale (i.e. median split), and the data were 
examined using MANCOVA to test the four groups of hypotheses (see Section 3.9).  
The main effects of COO cues, which asked whether migrants preferred host/host culturally-
similar country products over their home/home culturally-similar country products, was only 
partly supported for the Vietnamese group and was not supported at all within the Chinese group. 
These findings indicate that the main effects of COO cues are not generalisable across all Asian 
migrant groups. The effects within the Vietnamese group were also found to vary depending on 
the product category (i.e. culturally-bound and culturally-neutral) and product assessment (i.e. 
perceived quality and purchase intention), further suggesting the variable nature of the COO 
effects. 
In addition, the home orientation effect was found to have some influence on COO effects, but this 
only occurred in the case of the Chinese migrants for culturally-neutral goods. As such, the effect 
of home orientation seems to depend on the nationality of the evaluating consumers and is not 
generalisable across migrant groups. The home orientation effect was not identified anywhere for 
culturally-bound products (i.e. soy sauce), suggesting that preference for these products is not 
linked to home orientation, at least in the context of this thesis. These findings also suggest that 
differences in preferences are not always transferrable to culturally-similar goods.  
This thesis also did not find any two-way interaction effect between host orientation and COO 
effects, suggesting that host orientation might not be a significant issue for the migrant groups 
sampled here. This could also reflect some limitations of this research, particularly regarding the 
focused sampling on highly educated respondents.  
Consideration of the interplay of COO effects across the two dimensions of acculturation also led 
to the examination of a three-way interaction between home orientation, host orientation and COO 
cues. However, this was only supported by the Vietnamese group, based on their assessment of 
culturally-neutral goods (socks), suggesting a general lack of a three-way interaction.  
The thesis has also broadened the examination of COO effects through its consideration of 
culturally-similar countries; enabling a deeper understanding of whether migration has a targeted 
effect on the home and host country alone, or where there is also a wider spreading of the effect to 
similar countries. However, this thesis did not generally identify such spill-over effect relating to 
culturally-similar countries; only some limited effect was found in particular instances. Such 
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findings reflect the complexity of the effect of COO cues on consumers’ product assessments 
particularly in the migrant context, indicating that it depends on product categories, nationalities 
of consumers and countries examined (Phau & Chao 2008).  
In conclusion, the findings of this thesis inform both theory and practice in relation to 
understanding COO effects for low-involvement products among Chinese and Vietnamese 
Australian migrants. The importance of COO appears to have varying importance for Asian 
migrants in Australia, and the role of home and host cultural orientation was identified as less 
important for low-involvement goods than others have found (e.g., Askegaard, Arnould & 
Kjeldgaard 2005). In addition, the adoption of a multi-dimensional perspective towards 
acculturation (i.e. home and host orientation) has gone beyond the uni-dimensional continuum 
approach, to study the interaction between home and host orientation and confirm that such 
complex interactions do not exist. This research also incorporated culturally-similar countries in 
terms of COO, and found that for low-involvement goods there was a limited spill-over in terms 
of migrant perceptions (Bruning & Saqib 2013). 
In addition, the commercial attractiveness of migrant consumers in Australia has been 
acknowledged given that their purchasing power is greater than AUD$75 billion per year (Read 
2013). With 28.5% of the country’s population born overseas, the multicultural diversity in 
Australia poses both opportunities and challenges for marketers. The ethnic media landscape, 
which has historically been used by ethnic brands and some government departments, has also 
been more recently used by some mainstream retailers, in an attempt to market to migrant 
communities. Some Australian retailers are expanding their shelf space for ethnic brands such as 
Lee Kum Kee (food sauce and condiment brand from China) and Huy Fung Foods (food sauce 
and condiment brand from Thailand). However, the development of multicultural marketing in 
Australia is still slow because of the lack of understanding of migrant complexity (Chan & Ahmed 
2006), including migrants’ cultural identity and consumption experiences. 
To be effective, Australian marketers are required to become more knowledgeable about migrant 
groups’ lifestyles, cultural values and nuances, and the everyday things that shape and define their 
mindsets. This research correspondingly shed lights on whether acculturation is a useful 
segmentation tool for low-involvement products, particularly among Vietnamese and Chinese 
migrants, which are the third and sixth respectively largest migrant groups in Australia. Marketing 
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practitioners that target Asian consumers have often treated them as a homogenous group, which 
is clearly inappropriate. While this practice may be cost-effective, this research shows that Asian 
consumption patterns are often different, even between two closely related sub-groups such as the 
Chinese and the Vietnamese. This research further suggests that focusing on these migrant 
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